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id  you  know  that 

j • tourism  is  Alberta’s  third-largest  industry — right  after  oil  and  gas  and  farming? 

• about  100  000  Albertans  work  in  the  tourism  industry? 

• at  present  tourism  generates  about  $2.5  billion  in  Alberta  each  year? 


Hiough  people  hear  a lot  about  agriculture  and  petroleum  in  Alberta,  the  fact  is  that  tourism  is  an 
tnmensely  important  industry  as  well.  What’s  more,  it’s  bound  to  keep  growing  as  other  industries 
jhrink.  And  unlike  so  many  industries,  tourism  doesn’t  use  up  natural  resources  or  destroy  the 
nvironment — at  least  not  if  it’s  handled  right. 

i you’re  casting  about  for  a possible  area  in  which  to  launch  a career — or  perhaps  just  thinking  of 
jetting  a job  to  see  how  you  like  the  work — you  should  consider  giving  the  tourism  industry  a long, 
lard  look.  It’s  a relatively  easy  area  to  find  a job  in,  and  if  you’re  willing  to  work  and  study  hard,  you 
;an  eventually  work  your  way  right  up  to  the  top. 

n this  module  you’ll  get  an  overview  of  the  tourism  industry.  You’ll  learn  how  the  industry  is 
structured  and  what  makes  it  work,  you’ll  take  a look  at  tourism  in  Alberta  in  general  and  in  your 
>wn  part  of  the  province  in  particular,  and  you’ll  investigate  job  opportunities  within  the  tourism 
Industry. 


Section 

1:  The  Structure  of  the  Industry 

Section  1 

2:  Why  People  Travel 

Section  ! 

3:  Local  and  Regional  Tourism 

Section  < 

4:  A Tourism  Career? 
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Evaluation 


The  document  you  are  presently  reading  is  called  a Student  Module  Booklet.  It  will  show  you,  step 
by  step,  what  to  do  and  how  to  do  it. 

This  module,  The  Tourism  Industry,  has  a value  of  one  credit.  It’s  made  up  of  four  sections.  Within 
each  section,  your  work  is  grouped  into  activities.  Within  the  activities  there  are  readings, 
explanations,  and  questions  for  you  to  work  through.  You’ll  correct  these  activities  yourself  using 
the  Appendix  at  the  end  of  this  module.  The  suggested  answers  contained  in  the  Appendix  will 
provide  you  with  immediate  feedback  on  your  progress. 

Your  grading  in  this  module  is  based  upon  the  assignments  that  you  submit  for  evaluation  and  upon 
final  test.  You  must  complete  all  assignments.  In  this  module  you’re  expected  to  complete  four 
assignments,  one  after  each  section.  The  mark  distribution  is  as  follows: 


Section  1 

20  marks 

Section  2 

30  marks 

Section  3 

35  marks 

Section  4 

15  marks 

Total 

100  marks 

Strategies  for  Completing  a Module 

Organize  your  materials  and  work  area  before  you  begin:  Student  Module  Booklet,  textbook, 
workbook,  pens,  and  pencils.  Make  sure  you  have  a quiet  area  in  which  to  work,  away  from 
distractions. 

Because  there  are  no  response  lines  provided  in  the  Student  Module  Booklet,  you’ll  need  a notebool 
or  lined  paper  to  respond  to  questions  and  complete  charts.  It’s  important  to  keep  your  lined  paper 
handy  as  you  work  through  the  material  and  to  keep  your  responses  together  in  a notebook  or  binde 
for  review  purposes  later. 

To  achieve  success  in  this  module,  be  sure  to  read  all  your  instructions  carefully  and  work  slowly 
and  systematically  through  the  material.  Remember,  it’s  the  work  you  do  in  this  Student  Module 
Booklet  that  will  prepare  you  for  your  assignments  and  final  test.  Try  to  set  realistic  goals  for 
yourself  each  day;  and  once  you’ve  set  them,  stick  to  them.  Submit  your  assignments  regularly,  and 
don’t  forget  to  review  your  work  before  handing  it  in.  Careful  work  habits  will  greatly  increase  your 
chances  for  success  in  Tourism  Studies. 

Good  luck! 
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Imagine  yourself  taking  a holiday  trip  in  the  mountains.  What  services  would  you 
require  to  make  your  vacation  pleasant  and  comfortable?  Restaurants?  Hotels? 
Campgrounds?  Souvenir  stores?  Grocery  stores?  Gas  stations?  Museums? 
White-water  rafting?  Trail  riding? 

The  list  goes  on  and  on,  doesn’t  it?  The  fact  is  that  whether  you’re  a seasoned  traveller, 
a weekend  tourist,  or  someone  whose  job  involves  travelling,  you  rely  on  the  products 
and  services  of  the  vast  array  of  businesses  that  make  up  the  tourism  industry 
Regardless  of  who  you  are,  there  are  businesses  across  Alberta  and  Canada  that  cater 
to  you  and  your  needs. 

In  this  section  you’ll  learn  to  define  and  use  a number  of  terms  used  in  the  tourism 
industry.  You’ll  also  investigate  the  industry  and  be  able  to  describe  its  eight  sectors 
and  how  they  supply  travellers  with  the  goods  and  services  they  require.  Finally,  you’ll 
take  a look  at  the  different  levels  of  government  and  other  tourism-related 
organizations  and  learn  to  explain  their  impact  on  the  tourism  industry. 

SECTION  1:  The  Structure  of  the  Industry 


ACTIVITY  I 


▼ 

tourism:  an 

activity  in  which 
people  visit  places 
and  other  people 
outside  their  own 
communities 
( except  for  daily 
commuting) 

A 


▼ 

revenue: 

income;  money 
brought  in 

tourism 
industry:  the 

collection  of 
businesses  and 
organizations 
that  provide 
products  and 
services  for 
travellers 

A 


What  Is  Tourism? 

How  would  you  respond  to  the  question  “What  is  tourism?”  Just  what  does  the 
word  mean  to  you? 


f Tourism  is  travelling  from  Edmonton 
f'X  s0  { to  Calgary  for  the  Stampede. 


For  me  it  means  staying  overnight  at  my  grandparents’. 
They  live  about  a four-hour  drive  away. 


I think  of  a bus  trip  to  the  Rockies  for 
skiing — or  a day  at  the  lake. 


In  fact,  all  of  these  responses — and  many  more — are  correct  Tourism  is  an 
industry  that  involves  a vast  array  of  activities,  services,  destinations,  and 
memories. 

Tourism  is  a business  that  generates  billions  of  dollars  annually  in  revenue  and 
creates  many  thousands  of  jobs  across  Canada.  Tourism  is  the  third  largest 
industry  in  Alberta  and  certainly  one  worth  considering  if  you’re  looking  for  a 
career  in  an  area  of  growth. 

Do  you  enjoy  travelling?  People  from  all  walks  of  life  are  attracted  to  travel  and 
tourism.  For  various  personal  reasons,  most  people  find  travelling  an  exciting 
activity  offering  new  and  interesting  experiences.  But  if  the  tourism  industry  is 
to  cater  to  those  of  us  who  love  to  travel,  those  involved  in  it  need  to  understand 
people’s  reasons  for  travelling  and  what  they  want  to  get  out  of  it. 
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SECTION  1:  The  Structure  of  the  Industry 


f 

(jurists: 

echnically, 

^eople  who  travel 
ome  distance 
rom  their  homes 
'nd  stay  away  at 
east  one  night 

imenities: 

kings  that 
\rovide  people 
with  comfort  and 
sonvenience 

k 
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There  are  many  different  types  of  tourists.  People  travel  for  business,  pleasure, 
excitement,  adventure,  education,  religious  reasons,  or  just  for  relaxation.  But  no 
matter  what  a person’s  reasons  for  travelling  are,  the  tourism  industry  is  there  to 
provide  the  services  and  amenities  he  or  she  requires. 


WESTFILE  INC. 


usiness 

revellers: 

'jurists  who 
ravel for 
\urposes  of 
usiness 

leasure 

revellers: 

wrists  who 
ravel  for 
ersonal  reasons 


Here  are  three  of  the  most  common  types  of  traveller: 

• Business  travellers,  as  their  name  suggests,  are  people  who  travel  for 
business  purposes  rather  than  for  pleasure.  As  long  as  business  travellers 
spend  at  least  one  night  away  from  home,  they’re  considered  true  tourists 
because  they  require  the  normal  services  and  amenities  used  by  tourists — 
hotels,  transportation,  restaurants,  and  so  on.  Because  they’re  usually  on 
tight  schedules,  however,  business  travellers  have  needs  that  are  often  rather 
different  from  those  of  other  tourists. 


rFR:  a term 
vsed  in  the 
jurism  industry 
ip  refer  to  the  type 
\f  travel  done  by 
eople  who  are 
isiting  friend's 
nd  relatives 

xcursionists: 

Vavellers  who 
, we  trips  of  a day 
1S  r less  and  so 
I 'on ’t  spend  a 
light  away  from 
xome 

r 


• Pleasure  travellers  are  those  people  you  probably  think  of  most  readily 
when  you  hear  the  word  tourist.  Pleasure  travellers  are  people  travelling  for 
personal  rather  than  business  reasons,  spending  at  least  one  night  on  the 
road.  The  personal  reasons  people  have  for  travelling  vary  tremendously, 
from  visiting  relatives  to  undertaking  religious  pilgrimages;  but  most  often 
the  objective  is  to  have  some  fun  and  see  and  do  interesting  and  unusual 
things.  One  very  common  reason  for  becoming  a pleasure  traveller  is  what 
people  in  the  tourism  industry  call  VFR— visiting  friends  and  relatives. 

• Excursionists  are  travellers  who  undertake  a journey  that  lasts  less  than  one 
day.  This  means  that  excursionists,  technically  speaking,  aren’t  true  tourists 
because  they  don’t  spend  a night  away  from  home.  Nevertheless,  they  still 
need  many  of  the  services  provided  by  people  in  the  tourism  industry,  for 
example  restaurants,  museums  and  other  attractions,  and  gas  stations. 


SECTION  1:  The  Structure  of  the  Industry 
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Task  Management 


1.  a.  Think  about  some  of  the  places  where  you’ve  travelled  as  a tourist  or 

excursionist.  List  as  many  as  you  can.  Your  list  should  include  cases  of 
what  the  industry  calls  VFR — visiting  friends  and  relatives. 

b.  Now  make  a list  of  some  of  the  chief  products  and  services  provided  by  the 
tourist  industry  that  you  normally  make  use  of  when  you  travel. 

2.  Here’s  a typical  day  for  a business  traveller. 


PHOTO  SEARCH  LTD. 


Jose  Ceveres  is  on  a business  trip  to  Calgary.  He  flies  in  from  Edmonton  and 
takes  a taxi  to  the  hotel.  That  night,  in  his  hotel  room,  he  makes  many  phone 
calls  to  business  associates  and  then  orders  a pizza  from  a local  pizzeria.  The 
next  day  he’s  up  bright  and  early,  has  breakfast  at  the  hotel  restaurant,  rents  a 
car,  and  begins  his  business.  He  visits  many  clients  and  potential  clients,  take 
two  of  them  out  for  dinner,  and  arranges  to  meet  a third  back  at  the  hotel  to 
give  him  further  information.  The  next  day,  he  fuels  the  rental  car  and 
continues  on  to  Banff.  After  doing  business  for  most  of  the  day,  he  decides  to 
take  a break  for  a couple  of  hours  and  take  the  gondola  up  Sulphur  Mountain. 
He  buys  his  two  children  each  a souvenir  from  the  gift  shop;  and  before  he 
leaves,  he  orders  out  from  a fast-food  restaurant.  When  he  arrives  back  in 
Calgary,  he  packs  his  bags,  returns  the  car  to  the  rental  agency,  and  takes  a 
taxi  back  to  the  airport.  His  plane  back  to  Edmonton  leaves  at  11:00  p.m. 


List  the  various  tourism  businesses  and  services  that  Jose  used  on  his  trip. 

3.  Visit  a business  person  in  your  community  or  surrounding  area  and  ask  about 
typical  day  on  one  of  his  or  her  business  trips.  Be  sure  to  include  all  the  touri 
businesses  with  which  the  person  was  in  contact  during  that  day.  Write  down 
your  findings  in  your  notebook. 


Compare  your  answers  with  those  in  the  Appendix,  Section  I : Activity  I . 
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When  you  think  of  tourism  in  Alberta,  what  do  you  think  of  first? 
Hiking  in  the  mountains?  The  West  Edmonton  Mall?  The 
Calgary  Stampede?  A camping  trip  to  a peaceful  lake? 

Whatever  your  idea  of  tourism  is,  there’s  much  more  to  it 
in  Alberta  than  meets  the  eye.  Many  Albertans  aren’t  even 
aware  of  the  many  things  there  are  to  do  and  see  in  their  own 
province.  In  order  to  gain  a better  appreciation  of  what 
Alberta  tourism  consists  of,  watch  the  short  Alberta  Tourism 
video  Alberta  in  All  Her  Majesty. 


4.  Now  respond  to  these  questions  based  on  the  film  you’ve  just  watched.  See 

how  much  you  took  in  and  can  recall. 

a.  In  which  general  area  of  Alberta  were  the  opening  scenes  filmed? 

b.  According  to  the  film,  what  are  some  of  the  broad  features  of  Alberta  that 
tourists  find  appealing? 

c.  Why  is  there  less  risk  in  scheduling  vacations  in  Alberta  than  in  other 
Canadian  provinces? 

d.  List  some  of  the  attractions  of  the  West  Edmonton  Mall  mentioned  in  the 
video. 

e.  According  to  the  video,  what  are  some  of  the  principal  attractions  of 
Calgary  and  its  surrounding  area? 

f.  List  some  of  the  highlights  of  the  Kananaskis  and  Canmore  areas. 

g.  Alberta  boasts  a richness  other  than  its  alpine  scenery.  What  interests  do 
central  and  southern  Alberta  hold  for  tourists? 

h.  Why  is  Edmonton  sometimes  called  a “city  of  festivals”? 

i.  List  some  of  the  attractions  mentioned  in  the  video  of  Edmonton  and  its 
surrounding  area. 

5.  What  most  impressed  you  personally  about  Alberta  while  you  watched  the 

video  Alberta  in  All  Her  Majesty!  Give  reasons  for  your  response. 


Compare  your  answers  with  those  in  the  Appendix,  Section  i:  Activity  I. 


Tourism  is  made  up  of  a diverse  range  of  activities.  It  includes  everything  from  a 
one-day  excursion  to  a lake  to  a dream  vacation  in  a tropical  paradise.  The  tourism 
industry  addresses  the  various  needs  of  travellers  and  provides  the  products  and 
services  they  require.  How  this  industry  is  structured  is  the  focus  of  the  next 
activity. 
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ACTIVITY  2 

Tourism’s  Eight  Sectors 

Think  about  the  community  you  live  in.  What  is  there  for  tourists  to  see  and  do? 
Where  can  they  stay?  Where  can  they  eat?  When  people  travel  as  tourists,  they 
usually  take  it  for  granted  that  as  they  go  along  they’ll  find  restaurants,  hotels  and 
motels,  campgrounds,  scenery  to  look  at,  and  recreational  facilities  to  suit  their 
tastes.  Most  of  these  amenities,  however,  don’t  occur  by  chance.  Specific 
government  agencies  have  designed  scenic  highways  to  travel,  approved  the 
building  of  certain  facilities  along  those  highways,  and  provided  access  to  a varietj 
of  recreational  facilities.  And  of  course  business  people  have  had  to  make 
decisions  about  what  tourism-related  businesses  to  set  up  and  where  to  put  them. 

In  this  activity  you’ll  learn  about  the  eight  sectors  of  the  tourism  industry  and  how 
they’re  interlinked.  You’ll  also  investigate  the  involvement  of  government  in 
tourism  and  what  each  level  of  government  provides  for  the  industry. 


T 

industry 
sectors:  in 

tourism,  the  eight 
categories  into 
which  the 
industry  is 
divided 


Look  at  the  web  that  follows.  It  depicts  a few  of  the  activities  a typical  family  will 
engage  in  while  taking  a trip. 


Obviously  this  family  depends  upon  a network  of  businesses  to  make  its  trip  a 
pleasurable  one.  In  fact,  the  tourism  industry  is  quite  a complex  thing,  made  up  c 
both  privately  operated  businesses  and  government  agencies.  To  help  simplify 
matters,  people  in  the  business  have  divided  the  industry  into  eight  different 
industry  sectors,  or  parts.  These  eight  sectors  are  discussed  in  your  textbook. 
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Turn  now  to  pages  12  and  13  of  your  text,  Focus  Canada  and  study  the  two 
diagrams  showing  the  eight  sectors  of  the  tourism  industry.  Be  sure  you 
understand  the  sorts  of  services  each  sector  offers  before  moving  on.  When 
you’re  ready,  answer  the  questions  that  follow. 

1.  a.  Pick  one  of  your  own  travel  holidays  (visiting  friends  and  relatives, 

camping,  extended  holiday,  and  so  on).  In  your  notebook  draw  a web  like 
the  one  that  follows,  and  in  it  list  the  specific  tourism  services  you  utilized 
on  your  trip.  Put  the  destination  of  your  trip  in  the  middle,  and  expand  your 
web  as  much  as  necessary  to  include  as  many  of  the  different  tourism 
services  as  you  can  think  of  that  you  (and  your  family)  used. 


b.  Now  look  at  your  web.  List  all  the  sectors  of  the  tourism  industry  you  made 
use  of  on  your  trip. 

2.  Make  a list  like  the  one  that  follows  of  the  eight  tourism  sectors.  Use  it  to 
name  at  least  two  specific  businesses  or  organizations  in  your  own  community 
that  belong  to  each  of  the  sectors  listed. 

a.  Tourism  Services 

b.  Food  and  Beverage 

c.  Adventure  and  Recreation 

d.  Accommodation 

e.  Transportation 

f.  Travel  Trade 

g.  Events  and  Conferences 

h.  Attractions 


Compare  your  answers  with  those  in  the  Appendix,  Section  i : Activity  2. 
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Now  that  you’re  familiar  with  the  eight  tourism  sectors,  don’t  make  the  mistake  of 
thinking  of  them  as  entirely  distinct  parts  operating  by  themselves.  The  industry 
is  divided  up  this  way  only  for  convenience;  the  fact  is,  of  course,  that  the  various 
sectors  are  closely  interlinked  and  support  each  other.  For  example,  the  travel- 
trade  and  transportation  sectors  carry  people  to  the  restaurants  and  motels  that 
will  supply  their  food-and-beverage  and  accommodation  needs.  And  the  tourism- 
services  sector  directs  tourists  to  the  events,  conferences,  attractions,  and 
recreational  sites  they  desire. 

To  get  an  idea  of  how  interdependent  the  sectors  of  the  tourism  industry  are,  read 
the  section  on  page  14  of  your  text  titled  Sector  Interrelationships  (as  far  as  the 
subtitle  Vertical  Integration  on  page  15).  Note  especially  the  existence  of 
associations  and  partnerships  across  the  various  sectors;  this  is  something  you’ll 
be  looking  at  more  closely  later  in  this  section. 

3.  You  own  a roadside  restaurant  close  to  a gas  station.  Unfortunately,  the  owner 
of  the  gas  station  is  letting  her  establishment  fall  into  a dreadful  state  of 
disrepair.  More,  she  and  her  employees  are  developing  a reputation  for 
rudeness  to  customers,  and  their  washrooms  are  notoriously  filthy. 


Explain  why,  even  though  your  business  is  not  at  all  a part  of  the  transportatio 
sector  to  which  the  gas  station  belongs,  you’d  likely  be  upset  by  this  state  of 
affairs. 


Compare  your  answer  with  the  one  in  the  Appendix,  Section  I:  Activity  2. 


SO 
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The  tourism  industry  is,  as  you’ve  no  doubt  begun  to  see,  not  quite  as  simple  a 
thing  as  you  may  well  have  thought.  Not  only  is  it  divided  into  eight  distinct 
sectors,  but  it  also  involves  both  private  businesses  and  the  government.  This  is 
something  you’ll  look  at  more  closely  in  the  next  activity. 


ACTIVITY  3 


How  the  Industry  Is 
Organized 


ublic  sector: 

wernment  and 
' vernment-run 
'.sinesses 

ivate  sector: 

e collection  of 
'ivately  run 
f sinesses  not 
vned  or 
I derated  by 

I “ 


If  you  read  or  listen  to  the  news, 
you’re  probably  very  familiar  with  talk 
about  the  public  sector  and  the 
private  sector.  Simply  put,  the  public 
sector  is  government,  while  the 
private  sector  is  made  up  of 
businesses  run  by  people  for  profit — 
whether  it’s  a one-person  mobile  hot- 
dog  stand  or  a huge  multinational 
corporation.  As  you  might  suspect, 
both  the  public  and  private  sectors 
play  a role  in  the  tourism  industry,  and 
you  must  have  at  least  a general 
understanding  of  what  each  of  these 
roles  is. 
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The  Role  of  Government 


v 

marketing: 

selling, 

promoting,  and 
advertising  a 
service  or 
product;  bringing 
buyers  and  sellers 
together 

A 


In  Canada,  government  is  involved  in  all  sectors  of 
business,  and  this  is  certainly  true  of  the  tourism 
business.  As  you  probably  know,  Canada  operates 
with  three  levels  of  government — as  the  chart  on 
the  right  illustrates. 

The  federal  government,  of  course,  governs 
the  country  as  a whole  while  the  various 
provincial  governments  look  after  the  affairs 
of  the  individual  provinces.  The  last  level,  the  municipal  governments,  control  the 
purely  local  concerns  of  municipalities — like  cities,  towns,  and  counties. 


In  order  to  learn  how  these  three  levels  of  government  are  at  work  in  the  tourism 
industry,  turn  to  your  text,  and  read  from  the  top  of  page  52  to  the  bottom  of  page 
62.  There’s  a good  deal  of  technical  information  in  these  pages,  so  study  them 
carefully;  but  don’t  worry  if  you  don’t  understand  everything  completely.  You 
certainly  won’t  be  expected  to  be  able  to  recite  all  the  details  from  these  pages,  bu 
try  to  get  a good  idea  of  just  how  the  different  levels  of  government  operate  in  the 
tourism  industry.  Note  that  there  is  a glossary  at  the  back  of  your  text;  use  it  if 
you  encounter  any  terms  you  don’t  understand. 

When  you’re  ready,  respond  to  the  questions  that  follow.  Try  answering  them  at 
first  without  referring  to  your  text  if  possible. 

1.  Briefly  list  some  of  the  responsibilities  each  of  the  three  levels  of  government 
has  with  respect  to  the  tourism  industry. 


a.  federal  government 

b.  provincial  government 

c.  municipal  government 

2.  Now,  again  without  looking  at  your  text  if  possible,  try  to  list  seven  or  eight 
types  of  laws  (legislation)  and  regulations  that  affect  the  tourism  industry.  Th 
list  has  been  started  to  get  you  going. 


• ctceng/tt^ 

3.  The  pages  you’ve  just  read  discuss  how  the  three  levels  of  government  all  woi 
to  market — or  promote — Canada  and  its  regions  as  a destination  for  tourists. 


a.  Explain  why  this  sort  of  marketing  is  important  for  the  tourism  industry. 

b.  Explain  some  of  the  problems  involved  in  increasing  tourism  in  an  area. 

4.  What  is  a tourism  zone  or  region?  How  do  tourism  zones  and  regions  work? 
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The  Role  of  the  Private  Sector 


Though  governments  at  all  three  levels  play  an  important  role  in  regulating  and 
promoting  the  tourism  industry,  it  remains  true  that  most  of  the  goods  and 
services  supplied  directly  to  tourists  are  provided  by  people  operating  in  the 
private  sector.  Restaurants,  motels,  rental  cars,  bus  tours,  gas  stations — these  and 
many  other  facilities  and  services  are  most  often  provided  by  people  and 
companies  operating  to  make  a profit. 


Those  in  the  private  sector  who  are  involved  in  the  tourism  business  have  their 
own  larger  organizations  designed  to  promote  the  industry  and  coordinate  their 
businesses  on  a wider  scale.  Some  of  these  organizations  involve  government — 
the  public  sector — as  well,  while  others  are  limited  to  private-sector  businesses. 


Chamber  of 
Commerce:  an 

\ssociation  of 
business  people  in 
i community 
yhose  purpose  it 
> to  promote 
usiness  in  the 


Tourist-industry  associations  occur  at  a variety  of  levels,  from  the  Chamber  of 
Commerce  of  a town  or  city  right  up  to  national — and  even  international — 
organizations. 


My  aunt  is  the  president  of  the  Chamber  of  Commerce 
in  our  town.  She  always  seems  to  be  involved  in  projects 
aimed  at  attracting  visitors — like  having  a winter  carnival. 


To  get  a sampling  of  some  of  the  more  important  industry  associations,  turn  to 
page  65  of  your  text  and  read  the  section  entitled  Industry  Associations  (to  the  end 
of  page  67).  Then  answer  the  following  question. 

5.  The  section  of  your  text  you’ve  just  read  discusses  four  large  and  important 
associations  of  the  tourism  industry. 


a.  Explain  why  associations  like  these  exist. 

b.  Pick  two  of  these  four  associations  and  briefly  describe  their  functions. 


gulatory 
i idies:  agencies 
it  provide  the 
\les  and 
julations  that 
pern  the 
irkings  of  an 
iustry 


Compare  your  answers  with  those  in  the  Appendix,  Section  I:  Activity  3. 


In  Activity  2 you  investigated  the  eight  tourism  sectors.  In  Activity  3 you’ve  looked 
more  closely  at  how  the  industry  is  organized  and  you’ve  discovered  in  particular 
some  of  the  roles  government  plays.  Connected  to  each  of  the  tourism  sectors 
you’ll  find  government  working  at  one  or  more  levels  to  provide  such  things  as 
political  support,  financial  help,  environmental  regulations,  and  education  and 
training.  With  its  laws,  regulatory  bodies,  promotional  programs,  and  so  on, 
government  plays  a very  active  role  in  supporting  the  tourism  industry. 
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FOLLOW-UP  ACTIVITIES 


If  you  had  difficulties  understanding  the  concepts  in  the  activities,  do  the  Extra 
Help.  If  you  have  a clear  understanding  of  the  concepts,  do  the  Enrichment. 


The  tourism  industry  is  simply  the  collection  of  businesses  and  organizations  that 
provide  products  and  services  to  travellers.  Tourism  is  a very  important  industry 
both  to  Alberta  and  Canada  as  a whole,  and  it’s  one  that’s  continually  growing. 

Technically,  the  tourism  industry  defines  tourists  as  people  who  travel  away  from 
their  usual  environment  for  a stay  of  at  least  one  night.  This  definition  includes 
both  pleasure  travellers — those  travellers  whom  people  usually  think  of  when  they 
hear  the  word  tourist — and  business  travellers — men  and  women  whose  trips  are 
carried  out  for  business  rather  than  personal  reasons.  According  to  this  definition 
excursionists — people  whose  travels  don’t  include  an  overnight  stay — aren’t  true 
tourists;  but  because  excursionists  do  make  use  of  many  products  and  services 
supplied  by  the  tourist  industry,  for  many  purposes  they  may  be  treated  as  tourists 

The  tourism  industry  is  divided  into  eight  distinct  but  connected  sectors  or 
parts — for  instance,  the  transportation  sector  and  the  accommodation  sector. 
Throughout  these  divisions  there  is  involvement  of  both  the  public  and  private 
sectors.  It’s  chiefly  the  private  sector  that  provides  the  goods  and  services  tourist 
need,  but  government  plays  an  important  role  in  doing  such  things  as  regulating, 
promoting,  and  coordinating  the  industry.  In  some  cases  the  government  is  more 
directly  involved — for  example  in  the  operation  of  national  and  provincial  parks, 
highways,  museums,  and  interpretive  centres. 

Now  answer  the  following  questions. 

1.  Explain  the  difference  between  a pleasure  traveller  and  an  excursionist. 

2.  Suggest  a reason  to  explain  why  the  tourism  industry  generally  considers 
business  and  pleasure  travellers — but  not  excursionists — to  be  tourists. 

3.  Whether  you  live  in  the  city  or  country,  chances  are  that  you’ve  visited  a city 
mall.  Make  a list  of  the  different  types  of  tourist  amenities  you’d  likely  find  in 
typical  city  mall. 
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4.  Name  the  tourism  sector  in  which  each  of  the  following  examples  belongs. 


a. 

a taxicab 

e. 

a tour  guide 

b. 

a motel 

f. 

a fair  or  exhibition 

c. 

a tourist  information  centre 

g- 

a park 

d. 

a cabaret 

5.  In  a sentence  or  two  summarize  the  role  of  each  of  the  three  levels  of 
government  in  tourism — federal,  provincial,  and  municipal. 


Compare  your  answers  with  those  in  the  Appendix,  Section  I:  Extra  Help. 


Enrichment 


Do  one  or  more  of  the  following: 

1.  a.  Imagine  you  were  able  to  take  your  dream  vacation.  Describe  what  it  would 

be  like — where  you’d  go,  how  you’d  travel,  what  you’d  do. 

b.  Explain  which  sectors  of  the  tourism  industry  would  be  most  important  for 
you — and  which  least  important — while  taking  your  dream  vacation? 

2.  Have  you  ever  had  an  unpleasant  experience  while  travelling  that  was  the  fault 
of  some  business  in  the  tourism  industry — a dreadful  restaurant  meal,  for 
instance,  or  reservations  in  a motel  that  were  somehow  lost?  If  so,  relate  the 
incident  and  explain  how  it  could  have  been  avoided. 

3.  Suggest  things  that  local  businesses  and/or  the  municipal  government  could 
do  to  improve  the  area  in  which  you  live  as  a tourist  destination. 

4.  A logo  is  a visual  symbol  of  an  organization.  For 
example,  the  pictures  on  the  jerseys  of  hockey  players 
are  the  logos  of  their  teams.  Some  logos  are  simple, 
like  the  fiery  letter  C of  the  Calgary  Flames.  Others 
contain  complex  elements  that  reflect  something 
important  about  the  community  or  organization  they 
represent.  Provincial  coats  of  arms  are  good  examples 
of  complex  logos. 

Design  a logo  for  your  community  or  design  a new  logo  for  Alberta  that  could 
be  used  in  promotional  material  for  the  tourism  industry.  Try  to  include  a 
number  of  elements  that  reflect  something  important  about  the  area  you’re 
representing  combined  in  an  attractive,  uncluttered  arrangement. 


Compare  your  answers  with  those  in  the  Appendix,  Section  I : Enrichment. 
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CONCLUSION 


In  Section  1 you’ve  begun  an  investigation  into  the  tourism  industry  and 
familiarized  yourself  with  some  of  the  general  terminology  used  in  the  trade. 
You’ve  studied  the  eight  sectors  of  the  industry  and  seen  how  they  interconnect, 
and  you’ve  seen  how  each  level  of  government  is  involved  in  tourism.  You  should, 
as  well,  have  begun  to  think  a bit  about  the  role  tourism  plays  in  our  country  and 
province — and  perhaps  right  in  your  own  municipality.  Perhaps  you’ve  even 
started  to  develop  a greater  appreciation  of  Alberta  as  a tourist  destination  along 
with  a greater  interest  in  the  tourist  industry  in  general. 


t 
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In  Me  Tr 


In  this  section  you’ll  look  at  issues  like  these.  When  you’ve  finished  the  section,  you 
should  be  able  to  explain  something  of  the  history  of  travel  and,  more  specifically,  the 
development  of  tourism  in  Canada.  You  should  also  be  able  to  identify  factors  that 
motivate  people  to  travel  and  demonstrate  an  understanding  of  how  the  tourism 
industry  uses  its  knowledge  of  these  factors  to  provide  the  goods  and  services  tourists 
want. 


SECTION  2:  Why  People  Travel 


Do  you  like  to  travel?  If  you’re  like  most  Canadians,  you  answered  this  question 
with  a resounding  yes.  People  of  all  ages  travel.  Though  their  specific  reasons 
may  be  different,  their  purpose  is  generally  the  same:  to  have  an  enjoyable  and 
memorable  experience.  That’s  what  the  tourism  industry  markets — happy  experiences 
and  fond  memories. 


When  did  people  start  to  travel?  Why?  Do  people  today  travel  for  the  same  reasons? 
What  factors  influence  people  to  pick  one  destination  over  another?  Do  people  of 
different  ages  have  different  purposes — and  different  needs — when  they  travel?  The 
tourism  industry  must  ask  questions  like  these  if  it’s  to  stay  on  top  of  trends  and  be 
able  to  supply  travellers  with  what  they  want. 


i SECTION 


ACTIVITY  I 


Tourism  Then  and  Now 


A Boeing  737  glides  smoothly  to  a stop  at  the  Calgary  International  Airport. 
Quickly,  efficiently,  the  passengers  disembark  and  enter  the  building.  There, 
friends  and  relatives  are  awaiting  them,  having  been  informed  by  overhead  TV 
monitors  precisely  when  the  flight  would  be  landing.  Soon  the  passengers’ 
luggage  appears  as  if  by  magic  on  automated  moving  platforms.  As  the  travellers 
leave  the  airport  through  doors  that  quietly  and  automatically  open  and  close, 
they’re  whisked  away  in  cars,  taxis,  motor  coaches,  and  shuttle  busses. 

Constrast  this  picture  with  the  one  of  travel  only  a few  generations  back  and  the 
difference  is  startling.  Thoughout  most  of  its  history,  travel  involved  horses  and 
carts,  roads  that  were  impassable  much  of  the  year,  a tremendous  expense  of  tim 
and  effort,  and  the  constant  risk  of  accident  and  violence.  Few  people  could  affo 
to  travel,  and  those  who  did  tended  to  be  brave  souls  indeed.  Travel  has  come  a 
long  way  from  its  origins  in  ancient  times. 

Read  the  selection  that  follows,  outlining  a brief  historical  overview  of  travel.  Th 
answer  the  questions  that  come  after  it. 


A Mini-History  ofTourism 
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A Brief  History  ofTravel 


Throughout  history,  there  have  been 
travellers.  The  Old  Testament  describes 
the  journey  of  the  Israelites  from  Egypt 
to  the  Promised  Land.  The  walls  of  a 
temple  in  Luxor,  Egypt,  chronicle  the 
pleasure  cruise  of  Queen  Hatshepsut  to 
the  ancient  land  of  Punt  (now  Somalia) . 
History  books  give  accounts  of  famous 
travellers,  such  as  the  Vikings,  Marco 
Polo,  and  Christopher  Columbus.  Fossil 
remains  of  Homo  erectushasre  been  found 
in  western  Europe,  Africa,  and  China — 
revealing  that  even  prehistoric  people 
were  travellers.  . . . 

In  the  time  of  the  Roman  Empire,  a 
wealthy  citizen  could  travel  quite  easily. 
The  Roman  government  had  built  a 
magnificent  network  of  roads.  Fresh 
relays  of  horses  were  available  every  five 
or  six  miles.  A single  system  of  currency 
throughout  the  empire  facilitated 
payments  for  food  and  lodging.  Most 
important,  the  Pax  Romana , or  Roman 
peace,  guaranteed  travellers  a high 
degree  of  safety. 

In  order  for  travel  to  flourish,  there 
must  be  an  efficient  transportation 
system  and  an  atmosphere  of  peace  and 
political  stability.  Travel — especially 
travel  for  pleasure — also  requires 
economic  prosperity  and  sufficient 
leisure  time.  When  the  Roman  Empire 
declined,  so  did  travel.  The  wealthy  class 
disappeared,  roads  deteriorated,  and  the 
countryside  was  overrun  by  brigands 
and  robbers. 

In  the  Dark  Ages  that  followed 
(approximately  a.d.  500  to  1450),  travel 
became  what  it  has  generally  been 
throughout  history — dangerous  and 
difficult.  In  fact,  the  word  travel,  which 
was  coined  during  this  time,  comes  from 
a root  word  meaning  “heavy  labour.” 
Peasants  rarely  left  their  villages.  When 
merchants  and  clergy  had  to  travel,  they 
did  so  on  foot  or  in  crude  ox-drawn  carts 
over  rough  terrain. 

It  was  not  until  the  Industrial 


Revolution,  which  began  in  the  mid- 
1700s  in  Europe,  that  travel  started  to  be 
more  common.  Around  that  time,  a 
series  of  developments  in 
transportation — the  stagecoach,  then  the 
steamboat,  and  finally  the  railway — made 
travel  easier  in  North  America  as  well  as 
in  Europe.  In  addition  to  technological 
changes,  social  changes  contributed  to 
the  growth  of  travel.  A middle  class,  with 
money  and  leisure  time,  was  developing. 
Wishing  to  escape  occasionally  from 
bleak  city  life,  these  people  retreated  to 
seaside  resorts  for  recreation. 

In  the  20th  century  the  development 
of  automobiles  and  motorcoaches 
created  a demand  for  better  roads,  and 
people  were  soon  driving  all  over  Canada 
and  the  United  States.  With  the  first 
transatlantic  passenger-jet  flight  in  the 
late  1950s,  fast,  comfortable,  and 
economical  international  travel  became 
possible. 

In  the  last  35  years,  the  volume  of 
travel  has  increased  tremendously. 
Partly  the  result  of  improvements  in 
transportation,  this  increase  is  also 
attributable  to  economic  prosperity  and 
social  change.  Earlier,  only  wealthy 
people  travelled  for  pleasure;  in  today’s 
industrial  societies,  people  from  most 
economic  classes  have  money  to  spend 
on  travel.  Many  households  have  more 
than  one  person  working,  and  thus 
providing  disposable  income  for  travel. 
Paid  annual  vacations  and  holidays  give 
people  more  leisure  time  for  travel. 
People  are  better  educated  today.  In 
general,  the  more  education  a person 
receives,  the  more  likely  he  or  she  is  to 
travel.  People  are  also  living  longer. 
Many  senior  citizens,  having  retired  from 
the  workforce  and  paid  off  their 
mortgages,  can  take  trips  any  time  of  the 
year.  For  most  Canadians,  travel  has 
become  a normal  expectation  associated 
with  the  good  life.1 


1 David  W.  Howell  and  Robert  A.  Ellison,  Passport:  An  Introduction  to  the  Travel  and  Tourism.  Industry  (Nelson 
Canada.  A division  of  Thomson  Canada  Limited,  1995),  25-26.  Reprinted  by  permission. 
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1.  Why  would  travel  have  been  generally  restricted  to  members  of  the  wealthy 
classes  in  the  days  of  the  Roman  Empire? 

2.  What  factors  led  to  the  travel  boom  that  began  in  the  eighteenth  century  and 
continues  today? 

3.  Do  you  agree  that  for  most  Canadians  today  travelling  is  a normal  expectation? 
Explain  your  response. 

4.  If  you  have  any  relatives  or  family  friends  who  were  alive  in  the  early  part  of 
this  century,  ask  them  to  describe  what  travelling  was  like  when  they  were 
young. 


The  Development  of  Alberta  Tourism 

Canada  is  a relatively  young  country,  so  tourism  in  Canada  and,  more  specifically, 
Alberta,  doesn’t  date  back  much  farther  than  the  last  century.  Tourism  was 
originally  not  seen  as  an  industry,  just  an  occasional  occurrence.  Take  a close  lool 
at  the  following  time  line  and  travel  through  the  history  of  tourism  in  Alberta. 
When  you’re  finished,  respond  to  the  questions  that  follow  the  time  line. 


It's  amazing  to  think  that  the  word  travel  originally 
meant  “ heavy  labour”  When  I think  of  travelling, 

I think  of  fun! 
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B.C.  agrees  to  be  part 
of  a newborn  country 
on  the  condition  that 
the  government  build 
a railroad. 

1871 


Railroad  is 
completed. 

1886 


Jasper 
becomes 
a park. 

1907 


Summer  accommodation 
is  difficult  to  find  in  Banff 
now  that  cars  are  allowed 
inside  boundary. 

191 1 


First  serviced  automobile 
campground  opens  in 
Red  Deer. 

1923 


1885 

Canada’s  first  national 


1888 


1909 


park,  Banff,  is  established  Hotel  is  opened.  to  Banff  is  built, 
primarily  because  of 
the  hot  springs. 

CPR  begins  promoting 
Canadian  Rockies  for 
their  tourism  potential 
in  order  to  attract  passengers 
whose  feres  would  help 
repay  cost  of  railroad. 


1914 


Banff  Springs  Road  from  Calgary  Waterton  National 


Park  is  connected 
by  highway  to 
southern  Alberta. 
Visitors  increase 
from  1 200  to 
1 5 000  in  5 years. 


1920 

Demand  increases 
for  camping  facilities 
and  more  lake  resorts. 
Aspen  Beach,  Ma-Me-O 
Beach,  Sylvan  Lake  are 
greatly  expanded  because 
they  are  all  on  rail  lines. 


1926 

Brewster  starts 
regular  scheduled 
bus  from  Calgary 
to  Banff. 

Greyhound  is  also 
granted  access. 


Sylvan  Lake  is  booming. 
Winter  population  is  350; 
summer  peaks  at  1 0 000. 
Lake  is  accessible  to 
whole  province. 

Early  1930s 


Banff-Jasper  highway 
opens  but  Banff  is 
much  more  popular. 
During  1940s  committee 
is  formed  to  encourage 
government  to  build 
better  roads  into 
Jasper  and  improve 
conditions. 

1940 


Banff  becomes 
increasingly  popular 
since  men  and  women 
are  allowed  to  drink 
together  in  public 
establishments. 

Late  1940s 


Alberta’s  international 
profile  is  raised  by 
Commonwealth  Games 
in  Edmonton. 

1978 


Universiade  Games 
are  held  in  Edmonton. 

1980 


Mid  1930s 

Provincial  park 
development 
declines  due 
to  Depression. 


1937 

Canadian  Youth  Hostel 
Association  is  admitted 
to  International  Youth 
Hostel  Association. 
This  opens  doors  of 
Alberta  hostels  to 
overseas  travellers. 


1943 

Only  20%  of  Red  Deer/ 
Wetaskiwin  farmers  take 
vacations.  (Marketing  to 
this  group  is  to  increase 
this  to  60%  by  1947.) 


1970s 

Oil  Boom  gives 
economic  boost 
and  gives  Alberta 
new  recognition 
worldwide. 


Early  1980s 

West  Edmonton  Mall 
brings  more  international 
recognition. 


Farmers  are  travelling  less.  A series  of  dry  years 
for  farmers  brings  back  memories  of  Depression. 

Late  1980s 


1988 

Alberta’s  status  is  enhanced  by  Calgary 
Olympic  Games.  $2.4  billion  are 
brought  in  by  tourism  revenue. 


1990s 

Alberta  becomes  increasingly  visible  at  international  levels 
due  to  successes  of  professional  sports  teams,  international 
recognition  of  universities,  expansion  of  business,  and  bids 
to  host  major  sports  events. 
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▼ 

entrepreneurs: 

people  who 
originate, 
operate,  and 
assume  the  risk  of 
business  ventures 


5.  Suggest  reasons  why  Banff  was  more  popular  than  Jasper  in  the  early  phases  oi 
Canadian  tourism. 

6.  Now  that  the  province  has  been  “discovered”  and  “developed,”  how  do  places 
like  Edmonton  and  Calgary  attract  large  numbers  of  guests? 

7.  What  is  (or  would  be)  your  own  personal  favourite  tourist  destination  in 
Alberta?  Why? 


Compare  your  answers  with  those  in  the  Appendix,  Section  2:  Activity  i. 


As  you’ve  seen,  at  one  time  travel  was  regarded  as  “heavy  labour.”  The  tourism 
industry  has  certainly  come  a long  way  in  shaking  a nasty  image.  From  wealthy 
Romans  to  travelling  medieval  merchants  and  pilgrims,  from  the  odd  eighteenth- 
century  pleasure  traveller  to  today’s  masses  of  tourists,  the  industry  has  addressee 
the  changing  needs  of  people  over  the  centuries  and  responded  with  resounding 
success.  In  fact,  today,  far  from  thinking  of  travel  as  “heavy  labour,”  most  people 
see  it  as  a reward  for — and  an  indicator  of — success  in  their  working  lives. 


ACTIVITY  2 

Travel  Motivators 


Why  Do  People  Travel? 


Fortunately  there  are  people 


Human  beings  all  have  needs  and  wants, 
who  are  willing  to  establish  businesse 
those  needs  and  wants.  These  people 
called  entrepreneurs.  They’re  the  oi 
who  assume  the  risks  in  setting  up  an 
operating  businesses  in  hopes  that  th< 
ventures  will  flourish  and  bring  them 
profit.  But  how  do  entrepreneurs  in  ti 
tourism  industry  know  what  goods  an 
services  people  want  and  are  willing 
to  pay  for?  To  answer  this  question 
they  must  ask  other  questions — such 
as  these: 


Why  do  people  take  vacations? 

What  motivates  people  to  travel? 

Where  do  they  like  to  go? 

What  do  they  like  to  do  when  they  reach  their  destinations? 
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Think  about  these  sorts  of  questions  as  they  apply  to  you.  Then  respond  to  the 
following: 


1.  a.  What  factors  motivate  you  to  travel? 

b.  Ask  a few  friends  or  classmates  what  factors  motivate  them?  Is  there  much 
agreement  among  you? 

2.  What  do  you  like  to  do  when  you’re  on  vacation?  Be  specific. 


Compare  your  answers  with  those  in  the  Appendix,  Section  2:  Activity  2. 


W 

travel 

venerators: 

\ -actors  that 
influence  people 
fo  go  to  a 
destination  and 
buy  the  products 
md  services 
offered  there  by 
the  tourism 
industry 

!4 


Entrepreneurs  in  any  business  are  interested  in  what  they  call  demand 
generators — factors  that  influence  people  to  buy  the  products  or  services  they’re 
selling.  In  the  tourism  industry  these  factors  are  usually  known  as  travel 
generators.  They’re  the  features  of  particular  destinations  that  motivate  people  to 
go  there  as  pleasure  travellers.  Study  the  list  of  travel  generators  that  follows.  Did 
many  of  these  factors — perhaps  expressed  in  other  words — show  up  in  your  list  in 
question  1? 


• natural  attractions 

• culture 

• events 

• recreational  activities 

• romance 

• peace/remoteness/quiet 

• feeling  of  safety/ security 


• climate 

• history 

• entertainment 

• convention  facilities 

• escape 

• excitement/fun 

• adventure/ challenge 


Naturally  entrepreneurs  in  the  tourism  industry  are  always  anxious  to  increase  and 
improve  the  travel  generators  in  their  area. 


ravel 

notivators:  any 

factors  that  create 
\n  people  a desire 
fa  travel 

4 


Related  to  travel  generators  are  travel  motivators.  Travel  motivators  are  those 
factors  that  make  people  want  to  travel.  There  are  both  internal  and  external 
travel  motivators.  Examples  of  internal  ones  are  people’s  personalities,  ages, 
values,  and  education.  A quiet,  thirty-five-year-old  with  a university  degree  in  art 
history  and  a belief  in  the  importance  of  self-development,  for  example,  would 
likely  be  highly  motivated  to  travel  extensively  in  Europe;  while  an  athletic 
teenager  with  a passion  for  sports  and  excitement  might  well  prefer  rock-climbing 
in  Alberta’s  Rocky  Mountains. 


External  travel  motivators  include  such  things  as  the  weather,  political  situations  in 
possible  countries  of  destination,  the  availability  of  packaged  tours,  and  the  wide 
range  of  travel  generators  spoken  of  earlier. 


Of  course  there  are  also  factors — both  internal  and  external — motivating  people 
not  to  travel,  and  people  in  the  tourism  industry  have  to  be  aware  of  them  as  well. 
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Travel  Motivators  and  the  Tourism  Industry 

People  in  the  tourism  industry — planners,  developers,  suppliers,  and  so  on — must 
know  what  creates  demand  for  travel,  how  this  demand  changes,  and  how  they  can 
plan  so  as  to  meet  current  and  future  demands.  If  they’re  caught  unaware  by 
changes  in  the  public  mood,  desires,  and  expectations,  they’ll  quickly  lose  revenue 
and  perhaps  go  out  of  business. 


V 

infrastructure: 

the  complex  of 
basic,  often 
hidden,  facilities 
such  as  sewers, 
roads,  and 
electrical  lines 

superstructure: 

visible,  above- 
groundfacilities 
such  as  stores, 
airports,  and 
convention 
centres 


Both  the  infrastructure  of  the  tourism  industry — the  complex  of  basic,  behind- 
the-scenes  facilities  such  as  roads,  electrical  systems,  and  water  supply — and  its 
superstructure — the  above-ground  facilities  that  people  see,  such  as  hotels, 
airports,  and  restaurants — take  years  to  develop  and  cost  a great  deal  of  money.  If 
people  in  the  industry  fail  to  foresee  what  tourists  want  and  to  respond  in  time, 
they  can  quickly  find  themselves  unable  to  make  the  necessary  changes,  and  their 
businesses  will  fail. 


24 


SECTION  2:  Why  People  Travel 


Now  respond  to  the  questions  that  follow. 

3.  Suggest  three  or  four  of  the  principal  travel  generators  in  your  area. 

4.  Name  at  least  three  specific  businesses  in  and  around  your  community  whose 
operators  would  need  to  know  why  people  travel  and  what  travellers  want  to  do 
when  they  get  to  your  community.  If  you  live  in  a very  small  community,  think 
of  businesses  in  the  nearest  town  or  city. 

5.  Name  four  superstructure  facilities  in  your  community  or  area  that  cater  to  the 
tourist. 


Compare  your  answers  with  those  in  the  Appendix,  Section  2:  Activity  2, 


For  a fuller  understanding  of  the  role  travel  motivators  play  in  the  tourism 
industry,  turn  to  Tourism  and  Travel:  Focus  Canada  and  read  from  page  32 
(beginning  with  the  subtitle  Why  People  Travel)  to  the  bottom  of  page  37.  Read 
these  pages  carefully,  and  pay  close  attention  both  to  factors  that  influence  people 
to  travel  and  those  that  discourage  them. 

6.  Question  1 asked  you  to  think  of  factors  that  influence  you  to  travel.  Now  that 
you’ve  learned  more  about  travel  motivators,  what  factors  can  you  add  to  your 
list? 

7.  a.  What  factors  tend  to  discourage  you,  personally,  from  travelling? 
b.  Suggest  strategies  for  overcoming,  or  dealing  with,  these  factors. 

8.  Three  broad  areas  that  have  an  impact  in  the  tourism  industry  are  people’s 

• family  structure 

• lifestyles 

• attitudes  and  values 

Give  two  concrete,  specific  examples  to  demonstrate  how  each  of  these  factors 
can  influence  the  decisions  people  make  about  travel.  One  idea  has  been 
suggested  to  get  you  started. 

Fatnidep  structure; 

to  risit  their  c/viddren  and grande  /viddren. 


grandparents  cokose  c/viddren  kao-e  ntoo-ed aouatp  tnacp  decide  to  tade  trips 


Compare  your  answers  with  those  in  the  Appendix,  Section  2:  Activity  2 


In  question  8 you  were  asked  to  think  about  such  things  as  how  people’s  attitudes, 
values,  and  lifestyles  influence  their  travel  decisions.  It’s  factors  like  these  that 
you’ll  be  looking  at  more  closely  in  the  next  activity. 
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ACTIVITY  3 


Demographics  and 
Psychographics 

Internal  Influences 


▼ 

demography/ 

demographics: 

the  classification 
and  study  of 
people  according 
to  such  factors  as 
age,  gender, 
income  level,  and 
education 

A 


Your  bags  are  packed  and  you’re  waiting  for 
your  friends  to  pick  you  up.  For 
now  you’ve  travelled  with  your  p 
every  May  long  weekend  to  visit 
in  northern  Alberta.  This  year, 
however,  you’re  beginning  some 
new — May  long  weekends  camp 
with  friends  beside  a beautiful, 
peaceful  Alberta  lake.  Nothing 
specific  is  planned;  you’ll  “go  wil 
the  flow.” 


Your  parents  now  enjoy  little 
mini-vacations  to  Las  Vegas, 

Vancouver,  Whitefish  and 
other  weekend  get-away  spots. 

Now  that  their  house  is  paid  off. 
they  can  afford  to  take  a few  of  t 
breaks  during  the  year.  This  May  long 
weekend,  they’re  heading  to  Victoria  for  a few  days 


These  two  scenerios  are  examples  of  trends  in  the  travel  industry  that  don’t  go 
unnoticed.  People  in  the  tourism  industry  must  be  aware  of  the  different  needs 
and  expectations  of  their  customers.  To  do  this  they  consider  many  factors.  A few 
examples  are 


• age  • gender 

• income  level  • education 

• marital  and  family  status  • occupation 


In  fact,  there’s  a whole  area  of  study  called  demography  that  involves  classifying 
people  in  ways  like  these.  Demographic  information  is  important  for  people 
involved  in  tourism;  it  helps  them  understand  and  predict  people’s  needs  and 
expectations  so  they  can  better  tailor  their  services  to  the  specific  needs  of 
travellers. 
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I can  see  that.  I mean,  a seventy-year  old  couple 
with  no  kids  at  home  and  the  mortgage  paid  off 
would  probaly  want  a different  vacation  from  the 
sort  I'd  like.  I like  to  take  a day  off  when  I can  to 
go  kayaking  or  rock  climbing.  Somehow  I can’t 
see  my  grandmother  doing  that! 


No?  Well  I can  sure  see  mine  getting  right  into  it 


Demographers  tend  to  look  at  broad  demographic  trends.  For  example,  the  so- 
called  baby-boom  generation — that  large  group  of  people  born  in  the  years 
following  World  War  Two — is  now  reaching  middle  age;  this  will  likely  create  a 
strong  demand  over  the  next  few  decades  for  relatively  quiet  recreational  activities 
like  golf  and  bird-watching  as  opposed  to  bungee  jumping  and  skydiving.  Knowing 
such  trends  can  allow  the  tourism  industry  to  gear  up  for  them. 

Closely  related  to  the  study  of  demographics  is  that  of  psychographics.  Whereas 
demographics  can  give  important  statistical  information — for  example,  that  in 
general  people  in  cities  tend  to  travel  more  than  people  in  rural  areas — 
psychographics  looks  more  closely  at  people’s  interests  and  activities.  Those 
involved  in  this  area  of  study  often  conduct  surveys  to  discover  what  people  are 
thinking,  doing,  and  wanting.  A psychographic  survey  dealing  with  tourism  might 
ask  questions  like  these: 

• On  vacation,  are  you  more  interested  in  security  or  adventure? 

• Do  you  prefer  to  camp  or  stay  in  hotels  when  travelling? 

• Is  fine  dining  important  to  you  when  travelling,  or  do  you  prefer  fast-food 
service? 

• When  flying,  which  factor  is  more  important  to  you — economy  or  luxury 
services? 


psychographics: 

the  study  of 
| people’s  interests 
and  activities 
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Psychographical  information  helps  fine-tune  what  can  be 
learned  from  demographic  data.  For  instance,  it  may  be 
true  that  baby-boomers  are  hitting  middle  age,  but  a surv< 
might  tell  you  that  they  don’t  want  to  do  what  the  precedi 
generation  did  at  that  stage  of  life.  Maybe  middle-aged  “ 
would  rather  shoot  rapids  than  play  bridge. 


See  how  alert  you’d  be  to  demographic  and  psychographic  considerations  by  doing 
the  following  short  quiz.  For  each  question,  select  the  answer  that  most  likely 
matches  the  traveller’s  characteristics  and  his  or  her  (or  their)  vacation  objectives. 

1.  Sophia  is  an  active,  affluent,  well-educated  widow  from  Calgary  who  intends  to 
take  a vacation.  Most  likely  she’ll 

A.  rent  a fifth  wheel  and  travel  the  Alberta  Rockies 

B.  go  houseboating  on  Shuswap  Lake  in  British  Columbia  for  a week  or  two 

C.  go  on  a cruise  through  the  Mediterranean 

D.  rent  a car  and  travel  down  the  Oregon  coast 

2.  Franz  and  Lori  are  a young,  environmentally  conscious  Red  Deer  couple.  Franz 
is  in  college  and  Lori  works  in  a clothing  store  in  a mall.  For  a vacation  they’ll 

most  likely 

A.  embark  on  an  Alaskan  cruise 

B.  go  camping  and  hiking  in  the  Alberta  Rockies 

C.  rent  a small  trailer  and  head  into  remote  northern  country  for  a week  or  two 

D.  buy  a Euro-rail  pass  and  tour  Europe 

3.  Paul  and  Maria  own  their  own  retail  clothing  business  in  a small  town  in 
Alberta.  They  make  a decent  living  for  their  family  of  two  children,  Robin, 
eight  and  Jessica,  ten.  This  year,  for  their  main  family  vacation  at  Easter,  most 
likely  they’ll  decide  to 

A.  fly  to  Victoria  to  see  the  Butchart  Gardens  and  other  attractions 

B.  fly  to  California,  rent  a car,  spend  a couple  of  days  at  Disneyland  and  then 
tour  other  California  attractions 

C.  go  backpacking  for  a week  through  the  Alberta  Rockies 

D.  go  on  an  African  safari 
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4.  John,  a chartered  accountant,  is  thirty.  His  wife,  Monique,  is  a college 
professor  of  history  and  a year  older.  They’re  taking  three  weeks  off  in  the 
summer.  Most  likely  they’ll 

A.  go  on  a chartered  bus  tour  of  Canada 

B.  go  to  Hawaii  and  relax  on  the  beach  for  three  weeks 

C.  rent  a motorhome  and  travel  through  the  mid-western  United  States 

D.  tour  the  museums  and  attractions  through  three  or  four  European  cities 

Don’t  make  the  mistake  of  assuming  that  there  are 
hard-and-fast  rules  about  demographics, 
psychographics,  and  travel  motivators.  There’ll 
always  be  plenty  of  exceptions  to  common  patterns; 
some  senior  citizens  genuinely  do  prefer  skydiving 
to  birdwatching,  and,  in  fact,  there  does  seem  to  be 
a trend  for  people  to  stay  active  longer  in  life.  Being 
aware  of  general  patterns  and  trends  does,  however, 
help  people  involved  in  tourism  provide  the  products 
and  services  travellers  want. 

To  get  an  insight  into  how  one  demographic 
factor — age — affects  travel,  read  pages  38  to  40  of 
Tourism  and  Travel:  Focus  Canada.  Note  especially 
the  chart  at  the  bottom  of  page  40  (Figure  2.6). 

When  you’ve  read  these  pages,  respond  to  the 
following  questions. 

5.  The  tourism  industry  is  very  susceptible  to  fads  and  trends.  Explain  the 
impact  on  the  industry  of  the  fact  that  there  has  been  a trend  in  recent  years 
for  people  to  remain  single  longer  or  to  marry  but  not  have  children. 

6.  People  studying  demographic  trends  often  use  graphs — like  the  bar  graph  on 
page  39  of  your  text.  What  trend  does  this  bar  graph  demonstrate?  Refer  to 
specific  figures  in  your  response. 

7.  Suggest  three  likely  vacation  choices  for  each  of  the  following  groups. 

a.  A couple  of  college  students  have  two  weeks  off  in  mid-August  just  before 
getting  ready  to  go  back  to  college  for  another  year. 

b.  A family  with  three  small  children  has  twelve  days  off  in  July. 

c.  A recently  retired  doctor  and  her  husband  want  to  expand  their  knowledge 
of  the  world  and  its  history. 

8.  Explain  how  stage  of  life  affects  a person’s  choice  of  vacation  travel. 


Compare  your  answers  with  those  in  the  Appendix,  Section  2:  Activity  3 
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External  Influences 

So  far  most  of  the  factors  you’ve  looked  at  that  help  determine  why,  when,  and 
where  people  travel  are  internal  ones — things  like  age,  income  level,  personal 
interests,  and  education.  There  are  external  factors  as  well,  however,  that  play  a 
role  in  people’s  decisions  regarding  travel.  One  you  have  looked  at  in  your  text  is 
peer  pressure:  the  influence  exerted  on  you  by  friends — and  perhaps — family. 
Another  example  of  an  external  factor  that  often  affects  people’s  travel  decisions  is 
the  political  situation  in  the  countries  which  they  might  be  thinking  of  visiting.  For 
example,  you  might  want  to  travel  in  order  to  learn  about  history,  but  would  you  be 
likely  to  venture  into  a war-torn  country? 

In  1980  the  Olympics  were  to  be  held  in  the  city  of  Moscow,  at  that  time  the  capital 
of  the  Soviet  Union.  In  the  years  leading  up  to  this  event  the  site  was  developed. 
Both  the  infrastructure  and  the  superstructure  were  built  in  preparation  for  the 
games;  tourist  souvenirs  were  produced,  and  the  country  was  prepared  for  an 
influx  of  tourists  and  sports  fans. 


Shortly  before  the  Olympics  were  to  begin,  however,  the  Soviet  Union  invaded 
Afghanistan  and  seriously  limited  the  rights  of  the  Afghan  people  to  freedom  and 
self-government.  Many  nations  of  the  world  threatened  to  boycott  the  Olympics 
(that  is,  to  refuse  to  have  anything  to  do  with  the  games)  in  order  to  demonstrate 
their  objection  to  the  political  actions  of  the  host  country — the  Soviet  Union. 
When  the  Soviet  Union  continued  to  occupy  Afghanistan,  some  nations  of  the 
world  did,  in  fact,  boycott  the  Olympic  Games  of  1980.  The  Olympics,  after  all, 
were  established  to  symbolize  the  spirit  of  friendship  and  excellence.  Canada  in 
particular  felt  that  the  invasion  of  Afghanistan  flew  in  the  face  of  the  spirit  of  the 
games  the  Soviets  were  to  host;  as  a result,  our  country  boycotted  the  Olympics 
that  year. 
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Teamwork 


9.  a.  When  Canada  pulled  out  of  the  Moscow  Olympics,  naturally  many  athletes 
were  devastated.  After  all,  they’d  prepared  for  this  event  for  years,  and  for 
most  it  was  the  only  chance  they’d  ever  get  to  compete  at  the  Olympic 
Games. 

Do  you  think  Canada  did  the  right  thing?  Should  politics  and  sports  be 
mixed  this  way?  Explain  your  answer.  If  you  can,  discuss  your  ideas  with 
a friend,  classmate,  or  family  member. 

b.  Who,  besides  disappointed  athletes,  would  be  hurt  by  the  decision  made 
by  a number  of  countries  to  boycott  these  games? 

10.  Winter,  1984.  Sarajevo,  Yugoslavia.  The 
Olympic  Games.  The  tourists  and  revenues 

brought  into  Sarajevo  and  surrounding  \\(f  x\(f  X 

areas  were  staggering.  The  facilities  set  II  / 

up  to  accommodate  the  games  were  \\YwvX/ 

impressive.  A short  five  years  later,  ry  /I l 71 — 

however,  the  country  was  paralysed  by  war.  \\  JJ \\  JJ 
What  likely  happened  to  the  tourism  industry  in 
Sarajevo  after  the  games  of  1984?  Explain. 

11.  Can  you  think  of  other  examples  in  recent  years  of  political  or  terrorist  events 
interfering  with  a country’s  tourism  industry?  Suggest  a few. 

12.  Suggest  a few  other  external  factors  that  can  influence  people’s  decisions 
regarding  travel. 


Compare  your  answers  with  those  in  the  Appendix,  Section  2:  Activity  3. 


War,  terrorist  acts,  and  political  upheavals  certainly  discourage 
people  from  travelling;  after  all,  the  need  for  safety  and 
security  is  for  most  people  a strong  one.  But  many  other 
external  factors — like  a country’s  beautiful  climate  or  an 
interesting,  colourful  culture,  act  as  strong  motivators.  The 
fact  that  more  and  more  people  are  choosing  to  travel  clearly 
indicates  that  the  positive  motivators — both  internal  and 
external — are  winning  out. 

Your  decision  to  take  Tourism  Studies  shows  that  you  have  a 
desire  for  more  education.  The  more  education  people  get, 
the  more  likely  they  are  to  travel.  Trends  such  as  this  don’t 
go  unnoticed  by  an  industry  reliant  on  people  and  their  changing  needs.  As  you 
grow  older  and  pass  through  the  different  stages  of  life,  your  travel  needs  will 
change,  too.  The  tourism  industry  will  be  there  to  recognize  those  changes  and 
needs  and  to  continue  to  provide  the  products  and  services  you  want. 
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ACTIVITY  4 


Designing  a 
Questionnaire 


Do  you  enjoy  filling  out  questionnaires?  Sometimes  they  can  be  fun,  but  these 
days  there  seem  to  be  so  many  companies  asking  people  to  complete  surveys  and 
questionnaires  that  many  people  find  the  whole  business  just  a bit  annoying. 


Why  do  we  live  in  a world  in  which  there  seems  to  be  such  a need  for  constant 
information  about  what  people  like  to  do,  where  they  like  to  go,  how  much  money 
they  make,  how  old  they  are,  and  how  many  children  they  have?  Part  of  the 
answer,  clearly,  is  that  companies  trying  to  supply  the  things  people  want  must 
know  precisely  who  the  customers  are  that  they  should  be  targeting  and  exactly 
what  these  people  are  looking  for — and  are  willing  to  pay  money  for.  As  you’ve 
seen,  with  constantly  shifting  demographic  and  psychographic  factors,  it  can  be 
difficult  for  business  people  to  stay  on  top  of  their  customers’  needs;  that’s  why 
there’s  that  constant  demand  for  surveys  to  determine  just  what  potential 
customers  are  after  right  now — and,  possible,  a few  years  down  the  road. 

As  you  might  imagine,  creating  surveys  that  tell  people  in  the  tourist  industry  what 
they  need  to  know  is  an  important  skill  for  those  supplying  products  and  services. 
Surveys  must  be  set  up  to  gather  the  relevant  demographic  factors  (such  things  as 
age,  gender,  approximate  income,  and  family  status)  and  psychographic  factors 
(what  respondents  to  the  survey  like  to  do,  what  they  value,  and  what  they  think). 

You’ve  probably  seen  many  surveys  after  this  sort  of  information.  They  usually 
begin  by  asking  such  things  as  your  age,  sex,  and  so  on,  then  go  on  to  ask 
questions  specifically  related  to  the  purpose  of  the  questionnaire — perhaps  where 
you  like  to  travel  or  what  you  enjoy  doing  on  vacation  (in  the  case  of  a survey 
related  to  the  tourism  industry). 

Imagine  you  work  in  the  tourism  industry  and  want  to  learn  something  about  the 
interests,  activities,  and  opinions  of  potential  customers  in  a specific  age  group. 
Select  the  group  that  interests  you — for  example,  teenagers  or  retired  people. 


Tell  me  about  it!  Sometimes  I don’t  think  people 
have  any  privacy  left.  Everyone  out  there  wants 
to  know  everything  there  is  about  us. 
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Develop  a psychographic  questionnaire  containing  at  least  ten  questions  on  the 
sorts  of  things  these  people  like  to  do  while  on  vacation.  Next,  ask  a number  of 
people  in  the  age  group  to  respond  to  your  questionnaire  (try  for  at  least  eight 
respondents).  Now  study  your  data  and  summarize  your  findings  in  a brief  report. 

Here  are  a couple  of  examples  of  the  sorts  of  questions  you  might  ask: 


' more,  w, 
comfort? 


on 


or  ga, 


Do  tfsOa prefer  ienpthcp  o-acations  (per hops  seo-erad weeds  donp)  or  shorter  ones  fdide 
weedend Jannts)  ? 


Compare  your  answers  with  those  in  the  Appendix,  Section  2:  Activity  4. 


Being  able  to  assess  just  what  customers  want  is  crucial  in  the  tourism  industry. 
Surveys  and  questionnaires  can  be  important  tools  in  helping  people  in  the 
industry  supply  the  products  and  services  travellers  are  after. 


FOLLOW-UP  ACTIVITIES 


If  you  had  difficulties  understanding  the  concepts  in  the  activities,  do  the  Extra 
Help.  If  you  have  a clear  understanding  of  the  concepts,  do  the  Enrichment. 


Extra  Help 


This  section  began  with  a brief  look  at  the  history  of  travel  and,  more  particularly, 
the  development  of  tourism  in  Canada.  The  time  line  in  Activity  1 provides  a 
concrete  representation  of  that  development  that  should  help  you  visualize  it. 


Another  aspect  of  tourism  you’ve  studied  in  this  section  is  the  role  of  demographic 
factors  in  helping  determine  where,  how,  and  why  people  travel.  The  following 
web  will  provide  a concrete,  visual  representation  of  how  these  factors  operate. 
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The  crossword  puzzle  that  follows  will  give  you  a chance  to  review  the  terms  and 
concepts  you’ve  encountered  in  this  section  while  having  some  fun  at  the  same 
time.  Try  to  complete  the  puzzle  without  looking  back,  but  be  sure  to  go  back  and 
review  anything  that  gives  you  problems. 


Across 

2.  information  about  such  things  as  people’s  desires,  attitudes,  and  activities 

6.  structure:  bus  routes,  and  computer  cables,  for  example 

7.  Fond : something  intangible  marketed  by  the  tourism  industry 

11.  Early  Romans  usually  felt when  travelling. 

13.  This  invention  created  a great  demand  for  better  roads. 

14.  “heavy the  original  meaning  of  travel 

15.  a prime  Alberta  tourist  destination 

16.  This  form  of  surface  transportation  opened  up  the  country. 

17.  structure:  hotels,  and  interpretive  centres,  for  example 

Down 

1.  The  Romans  established  consistency  in  this  to  help  pay  for  food  and  lodging. 

3.  something  a well-off  tourist  might  go  on 

4.  an  important  factor  in  determining  the  sort  of  travel  a person  will  likely  do 

5.  generators:  factors  that  encourage  people  to  travel 

8.  The  Roman  Empire  set  up  a network  of  these. 

9.  The Revolution  helped  change  people’s  travel  patterns. 

10.  data  about  such  things  as  the  age,  gender,  and  occupation  of  people 

12.  This  is  a factor  that  greatly  influences  a person  to  travel. 


Compare  your  answers  with  those  in  the  Appendix,  Section  2:  Extra  Help. 
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Do  one  or  both  of  the  following. 


1.  Go  to  your  local  Visitor  Information  Centre  or  public  library  and  collect  data  on 
the  number  of  tourists  in  your  area  over  the  last  three  years.  Be  sure  to  ask  for 
help  from  the  people  on  duty;  they  should  be  able  to  find  or  direct  you  to  the 
information  you  need. 


a. 


When  you  have  the  data  you’re  after,  show  it  by  means  of  a bar  graph.  Your 
graph  will  likely  look  something  like  the  one  that  follows,  though  of  course 
the  numbers  will  vary  greatly  depending  on  the  size  of  your  community. 
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b.  Summarize  in  a sentence  the  trend  your  graph  reveals. 


2.  Go  to  your  library  and  scan  magazines  or  newspapers.  (Or  try  browsing 
through  the  Internet.  You  might  start  with  newspapers  at  http:// 
cis.csuohio.edu/ -mkamath/newspa.html  and  see  where  it  takes  you.)  Look  for 
an  article  discussing  a trend  that  has  affected  tourism  somewhere  in  either  a 
positive  or  negative  way  and  that  has  to  do  with  one  or  more  of  the  following 
factors: 


• safety  of  the  tourist 

• discounted  fares  for  travel 

• political  unrest 

• disease  or  poverty 

a.  Describe  the  trend  discussed  in  the  article  and  explain  how  it  affects 
tourism. 


b.  Predict  the  impact  on  tourism  you’d  expect  from  what  you’ve  learned  in  the 
article. 


Compare  your  answers  with  those  in  the  Appendix,  Section  2:  Enrichment. 
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CONCLUSION 


There’s  no  question  that  travelling  is  a learning  experience — whether  the  traveller 
was  an  ancient  Roman  or  a modern-day  tourist.  In  this  section  you  were  given  a 
brief  summary  of  the  history  of  tourism  and  its  development  in  Canada  and 
Alberta.  You  learned  as  well  to  identify  motivating  factors  that  influence  people  to 
travel.  This  section  also  gave  you  the  opportunity  to  understand  that  the  tourism 
industry  and  its  products  and  services  depend  upon  careful  marketing  plans  that 
involve  a study  of  demographic  and  psychographic  factors  and  trends.  With  a solid 
understanding  of  what  influences  people  to  travel,  the  tourism  industry  should  in 
future  be  able  to  attract  an  ever-increasing  number  of  people.  Their  use  of  the 
industry’s  products  and  services  will,  in  turn,  generate  revenue  for  the  industry. 


ASSIGNMENT 

Turn  to  your  Assignment  Booklet  and  do  the  assignment  for  Section  2. 


36 


SECTION  2:  Why  People  Travel 


How  much  travelling  have  you  done  around  Alberta?  If  you’ve  been  lucky  enough 
to  see  a good  deal  of  the  province,  did  you  ever  stop  to  think  while  travelling  in  it 
how  every  part  participates  in  the  tourism  industry?  Whether  it’s  a gas  station  on  a 
windswept  stretch  of  highway,  a family  restaurant  in  a small  town,  or  a bustling  airport 
in  a large  city,  people  are  offering  services  to  tourists.  Of  course  some  areas  have  a 
much  more  highly  developed  tourist  trade  than  others.  If  you’ve  been  to  a busy  tourist 
centre  at  the  height  of  the  season,  you  may  have  wondered  if  so  much  tourist  activity 
might  be  creating  problems  of  its  own. 


In  Section  3 you’ll  be  thinking  about  matters  like  these.  When  you’ve  completed  the 
section,  you  should  be  able  to  identify  and  provide  some  information  on  Alberta’s 
different  tourism  destination  regions.  You  should  also  understand  the  importance  of 
marketing  tourism  and  be  able  to  suggest  ways  of  promoting  it  in  your  own  local  area. 
Finally,  you  should  be  able  to  explain  and  assess  the  benefits  tourism  can  bring  to  your 
area  as  well  as  the  dangers  it  poses. 


SECTION  3:  Local  and  Regional  Tourism 


ACTIVITY  I 


Tourism  in  Alberta 

Alberta’s  Regions 


Big  Country.  Land  of  the  Mighty  Peace.  Game  Country.  Land  of  the  Midnight 
Twilight.  If  you  travelled  around  Alberta  prior  to  1995,  these  wonderfully  colourfu 
names  might  mean  something  to  you.  Up  until  then,  Alberta  was  divided  into 
fourteen  tourist  zones,  and  each  zone  had  its  own  association  devoted  to 
promoting  tourism  within  it. 


You  may  still  hear  talk  of  Alberta’s  fourteen  zones,  but  the  fact  is  that  now  things 
have  been  simplified.  In  late  1995  the  province  was  divided  by  the  Alberta  Tourisrr 
Partnership  into  six  large  areas  called  tourism  destination  regions.  (The  ATP  is  on 
industry-led  private  sector/public  sector  partnership  incorporated  in  1995.  It’s 
responsible  for  tourism  marketing  and  support  services  in  Alberta.)  The  names  of 
these  regions  aren’t  as  romantic  as  those  of  the  old  tourist  zones,  but  they  should 
be  a good  deal  easier  to  remember.  Here  they  are: 

• Alberta’s  Heartland  • Calgary  and  Area 

• Alberta’s  North  • Alberta’s  South 

• Alberta’s  Rockies  • Edmonton  and  Area 

And  now  it’s  time  to  test  your  knowledge  of  Alberta’s  geography! 

1.  Copy  out  the  preceding  list  of  tourism  destination  regions  and  number  them 
from  1 to  6.  Then  trace  the  map  of  Alberta  that  follows;  note  that  it’s  divided 
into  the  six  regions.  Place  the  numbers  where  you  think  they  belong  on  the 
map. 
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Do  you  know  where  the  big  tourist 
areas  of  Alberta  are  situated?  Each  of 
the  following  statements  says 
something  about  one  of  the  six 
tourism  destination  regions.  In  your 
notebook  write  out  the  name  of  the 
region  that  matches  each  statement. 

a.  Three  things  you’d  find  in  this 
area  are  a large  Easter  egg,  a re- 
created Ukrainian  pioneer  village, 
and  Canada’s  only  two-province 
city. 

b.  In  this  area  you’d  find  hoodoos,  a 
famous  buffalo  jump,  and  lots  of 
dinosaur  fossils. 

c.  Here  you’d  find  tar  sands,  magnificent 
unspoiled  wilderness,  and  some  great 
fishing. 


d.  Three  things  you  might  find  in  this  region  are  the 
Provincial  Museum  of  Alberta,  the  provincial 
legislature,  and  the  University  of  Alberta. 

e.  A visitor  to  this  region  should  look  out  for  the  Glenbow 
Museum,  Heritage  Park,  and  the  Olympic  Oval. 


f.  Among  the  tourist  attractions  of  this  area  are  magnificent  mountains,  the 
Columbia  Icefields,  and  internationally  famous  national  parks. 
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3.  How  well  do  you  know  the  location  of  Alberta’s  towns  and  cities?  How  about 
the  province’s  principal  rivers?  The  map  that  follows  shows  the  location  of 
twenty  communities  in  Alberta  as  well  as  six  important  rivers.  The  towns  and 
cities  are  indicated  by  numbers,  the  rivers  by  letters.  In  what  follows  you  may 
refer  to  a provincial  map  if  necessary. 

a.  In  your  notebook  list  the  numbers  indicating  Alberta  towns  and  cities. 
Beside  each  place  the  name  of  the  appropriate  community. 


b.  Now  list  the  letters  that  indicate  six  of  Alberta’s  major  rivers.  Place  the 
correct  name  of  each  river  beside  the  appropriate  number. 

If  this  task  seems  difficult,  use  this  list  of  names: 

• North  Saskatchewan 

• Bow 

• Red  Deer 

• Peace 

• South  Saskatchewan 

• Athabasca 


If  you’re  having  trouble  with  this  task, 
use  this  list  of  possible  names: 


• Edson 

• Brooks 

• High  Level 

• Lloydminster 

• Medicine  Hat 

• Edmonton 

• Banff 

• Whitecourt 

• Drumheller 

• Lethbridge 

• Calgary 

• Fort  McMurray 

• Camrose 

• Jasper 

• Slave  Lake 

• Red  Deer 

• Grande  Prairie 

• Lac  La  Biche 

• Peace  River 

• Rocky  Mountain  House 


40 


SECTION  3:  Local  and  Regional  Tourism 


4.  Alberta  has  five  national  parks, 
five  parks  under  the  control  of  the  federal 
government.  These  parks  are  shown  on 
the  map  to  the  right.  The  names  of  the 
parks  are 

• Jasper  National  Park 

• Banff  National  Park 

• Wood  Buffalo  National  Park 

• Elk  Island  National  Park 

• Waterton  Lakes  National  Park 

Assign  letters  to  these  parks  from  A to 
E;  then  trace  the  map  and  place  the 
letters  where  they  belong  on  your 
traced  map. 

5.  Imagine  that  you’re  taking  part  in  a 
student-exchange  program  with  a school  in 
Eastern  Canada.  Your  exchange  partner,  who’s 
never  before  been  out  west,  will  be  staying  with 
you  for  two  weeks.  You’d  like  to  show  your  partner  as 
much  of  Alberta  as  you  can,  but  time  and  money  are 
limited.  At  most  you’ll  be  able  to  travel  to  two  of  the 
province’s  tourism  destination  regions. 

Which  two  regions  would  you  pick?  In  your  response  explain 
your  choice  and  describe  what  you’d  like  your  partner  to  experience  in  that 
region. 

6.  Have  you  ever  travelled  to  one  of  Alberta’s  national  parks  or  into  one  of  the 
tourism  destination  regions  other  than  the  one  you  live  in?  If  so,  pretend 
you’re  helping  produce  a brochure  advertising  the  area.  Write  a paragraph  or 
two  describing  what  you  think  the  area’s  most  attractive  features  are. 
Remember,  you’re  trying  to  sell  the  spot  to  tourists  as  a possible  travel 
destination,  so  describe  it  in  glowing  terms. 

If  you  haven’t  done  much  travelling,  you  probably  still  have  some  idea  from 
what  you’ve  heard,  read,  and  watched  on  television  about  what  you’d  find  in 
such  places  as  Banff  and  Jasper  National  Parks.  If  so,  write  your  description 
from  the  knowledge  you’ve  gained  this  way. 


Compare  your  answers  with  those  in  the  Appendix,  Section  3:  Activity  I. 
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Local  Tourism 


You  may  or  may  not  have  been  lucky  enough  to  travel  extensively  throughout 
Alberta’s  different  tourism  destination  regions,  but  you  should  be  quite  familiar 
with  your  own  area.  At  this  point  it’s  time  to  start  thinking  a bit  more  about  tourist 
activity  where  you  live. 

7.  In  which  tourism  destination  region  do  you  live? 

8.  Think  about  tourism  in  your  own  community  or  area.  List  some  of  the 
principal  attractions,  events,  activities,  and  facilities.  In  your  response,  try  to 
think  of  things  in  several  of  the  different  tourism  sectors. 

9.  Imagine  you’re  a member  of  a family  of  tourists  visiting  your  community  or 
area  for  the  very  first  time.  Try  to  see  things  through  this  family’s  eyes. 
Think  of  the  facilities  available  to  it  and  the  things  the  family  members  could 
do  or  see. 


a.  What  would  likely  impress  and  please  you,  the  tourist,  in  this  community? 

b.  What  would  disappoint  you? 


10.  In  view  of  your  responses  to  question  9,  suggest  things  your  community  could 
do  to  increase  its  tourist  appeal. 

11.  In  question  6 you  were  asked  to  contribute  to  a tourist  brochure  about  an  area 
other  than  your  own.  Now  here’s  something  much  easier:  write  a few 
paragraphs  that  describe  your  own  community  in  a promotional  tourist 
brochure.  If  you  feel  uncertain  about  how  to  do  this  or  what  tone  to  take,  try 
getting  hold  of  some  real  promotional  literature  of  this  sort  to  see  how  it’s 
done.  Look  for  it  at  a local  Visitor 
Information  Centre,  your  library, 
your  local  Chamber  of 
Commerce  office,  or  possibly 
from  any  business  that  caters 
to  tourists,  such  as  a motel  or 
highway  service  centre. 


Compare  your  answers  with  those  in  the  Appendix,  Section  3:  Activity  I. 


The  tourism  industry,  as  you’ve  seen,  operates  at  different  levels.  At  the  national 
level  there’s  Tourism  Canada,  part  of  the  federal  government,  and  such  private- 
sector  organizations  as  TLAC — the  Tourism  Industry  Association  of  Canada. 

At  the  provincial  level  in  Alberta  there’s  the  government  body,  Tourism  Alberta, 
and  the  private-industry  driven  organization,  the  Alberta  Tourism  Partnership. 
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Finally,  at  more  local  levels  there  are  the  six  tourism  destination  regions,  local 
Chambers  of  Commerce,  and  other  associations  organized  to  promote  and  develop 
the  tourism  industry.  And  of  course  ultimately  it  all  boils  down  to  private 
businesses  within  each  of  the  tourism  sectors;  after  all,  it’s  the  entrepreneurs  who 
set  up  and  operate  these  businesses  who  form  the  backbone  of  the  Canadian 
tourism  industry. 


ACTIVITY  2 

The  Social,  Economic, 
and  Environmental 
Impact  of  Tourism 


Imagine  a beautiful  spot  in  Alberta’s  Rocky  Mountains  before  that  area  was  opened 
up.  Breathtaking  mountains,  stunning  blue-green  lakes,  pure  rivers,  wildlife 
roaming  free.  Then  one  day  a group  of  men  exploring  the  area  discover  wonderful 
hot  springs  right  at  this  location.  They  decide  to  develop  the  spot  to  attract 
sightseers  and  sick  people  who  can  come  to  be  cured  by  the  supposed  natural 
healing  powers  of  the  springs. 
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Time  passes  and  more  and  more  people  come  to  enjoy  the  area.  Eventually  a town 
is  born  with  the  usual  stores,  homes,  businesses,  and  trades.  Suddenly  this  once 
silent  spot  is  bustling  with  activity.  As  word  spreads  of  the  natural  beauty  of  the 
area,  its  abundant  wildlife,  and  its  wonderful  springs,  the  town  eventually  turns  into 
a hotbed  of  tourist  activities.  Bigger  hotels  are  built.  More  tourist  amenities 
spring  up,  everything  from  souvenir  stores  to  fast-food  restaurants  to  trail-riding 
businesses.  Ski  hills  open  up  to  attract  people  in  the  winter.  The  community  is 
thriving  as  tourist  dollars  pour  in,  and  many  of  these  dollars  are  used  to  build  yet 
more  attractions  and  facilities.  Business  is  booming,  and  people  are  coming  from 
all  over  to  join  in  the  tourism  bonanza. 


But  life  is  seldom  quite  so  simple,  and  soon  the 
more  thoughtful  people  in  the  community  sense 
that  something  has  gone  wrong.  The  wildlife 
that  helped  attract  all  those  tourists  is 
vanishing,  pushed  farther  back  into  the 
mountains,  away  from  the  cars  and  cameras. 
There  are  so  many  people  hiking  and 
sightseeing  in  the  area  that  its  original  peace 
and  tranquillity  has  been  almost  completely  lost.  And  this  is 
even  truer  in  the  town  itself,  where  traffic  snarls,  wall-to-wall  pedestrians,  and  the 
resulting  noise  levels  are  beginning  to  drive  some  residents  right  out  of  town. 
Instead  of  breathing  clean  mountain  air,  people  working  downtown  are  inhaling 
diesel  fumes  from  the  trucks  supplying  all  those  restaurants  and  other  businesses, 
and  instead  of  seeing  pristine  wilderness  around  the  town,  visitors  now  find  people 
motor  homes,  and  litter.  As  word  of  this  begins  to  get  around,  tourists  decide  to 
take  their  vacations  elsewhere. 

As  industries  go,  tourism  has  remarkably  few  negative  aspects.  It  doesn’t  use  up 
non-renewable  resources.  It  doesn’t  involve  building  big  factories  that  pollute 
rivers.  But  the  tourism  industry  does  create  both  social  and  economic  issues  that 
must  be  considered  before  going  full  steam  ahead  with  unlimited  expansion. 
Expanding  the  industry  may  well  generate  increased  spending,  which  in  turn 
benefits  the  economy;  but  sometimes  the  social  and  environmental  costs  might  be 
too  high. 

The  Positive  Impact  ofTourism 

Of  course  in  most  situations  the  majority  of  people  would  agree  that  the  benefits  o 
a strong  tourism  industry  easily  outweigh  the  problems.  And  the  chief  benefit,  of 
course,  is  economic  prosperity.  To  get  an  idea  of  how  tourist  dollars  are  spent  in  a 
community  and  the  different  people  benefited  by  those  dollars,  turn  to  page  14  of 
your  text.  Read  the  section  at  the  top  titled  Indirect  Suppliers  and  study  Figure  1. 

As  you  can  see  as  you  look  at  Figure  1.6,  the  eight  sectors  of  the  tourism  industry 
are  in  the  centre  circle.  Tourists  spend  their  money  directly  in  these  sectors.  But 
in  order  for  the  sectors  to  provide  goods  and  services,  they  must  buy  them  from 
such  places  as  stores,  restaurant  suppliers,  wholesalers  and  so  on.  The  middle 
circle  of  the  diagram  represents  businesses  like  these;  they  can  be  called  related 
services . 
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But  of  course  for  a store  or  supply  warehouse  to  supply  goods  to  the  businesses  in 
the  tourism  industry,  they  must  first  be  built.  Hence,  businesses  such  as 
construction  companies  are  also  indirectly  related  to  the  tourism  industry.  The 
outside  circle  of  the  diagram  represents  these  sorts  of  businesses.  They  can  be 
called  suppliers  to  the  industry.  Businesses  in  the  two  outside  circles  of  the 
diagram  are  usually  referred  to  collectively  as  indirect  suppliers. 

Study  this  diagram  in  your  text  carefully.  Note  the  wide  variety  of  indirect 
suppliers  (those  businesses  in  the  two  outside  circles)  to  the  tourism  industry. 
Now  answer  the  following  questions. 

1.  Why  can  tourism  be  classified  as  a “clean”  industry? 

2.  Explain  how  the  following  businesses  relate  to  and  benefit  from  the  tourism 
industry: 

a.  manufacturers  of  motor  vehicles 

b.  educational  and  training  institutions 


Compare  your  answers  with  those  in  the  Appendix,  Section  3:  Activity  2. 


Have  you  ever  heard  of  the  ripple  effect?  If  you’ve  seen  a stone  tossed  into  a 
smooth  body  of  water — a pond,  for  example — you  know  how  those  ripples  just 
keep  on  widening  from  the  initial  point  of  impact.  This  same  sort  of  process  goes 
on  throughout  all  those  businesses  directly  and  indirectly  related  to  the  tourism 
industry  whenever  money  is  spent  by  travellers. 
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direct  tourism 
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the  tourism 
industry  and  then 
paid  to  other 
businesses  or 
individuals  in  the 
region 


First,  the  money  goes  directly  into  the  specific  sector  in  which  it’s  spent — into  the 
food-and-beverage  sector,  for  instance,  whenever  someone  pays  for  a restaurant 
meal.  The  government  gets  a portion  through  taxes,  of  course,  and  this  can  be 
used  to  further  promote  the  tourism  industry.  Money  raised  this  way  is  sometimes 
called  direct  tourism  revenue. 


As  the  business  in  the  specific  sector — that  restaurant,  for  example — receives  its 
tourist  dollars,  it  can  hire  additional  staff,  buy  more  products  to  sell,  enlarge  its 
premises,  or  even  open  a new  outlet.  And  of  course  all  this  means  increased 
spending  amongst  indirect  suppliers  in  other  sectors  of  the  economy.  Money  that 
“ripples”  out  into  the  community  this  way  can  be  called  indirect  tourism 
revenue. 

In  good  economic  times  this  sort  of  spending  becomes  “contagious”;  people  who 
benefit  from  it  feel  that  now  they  can,  in  turn,  afford  to  spend  more,  and  their 
spending  contributes  to  other  businesses’  being  able  to  spend  and  grow.  This 
ripple  effect  is  extremely  important  for  a healthy  economy. 


OK,  I get  the  picture.  So  whenever  I travel  and  spend  money,  I’m 
creating  all  sorts  of  benefits  in  the  local  economy  I never  even  dreamed 
of.  But  what  I don’t  get  is  why,  if  tourism  is  such  a wonderful  thing,  the 
government  doesn’t  work  to  turn  Canada  into  one  gigantic  theme  park. 
We  could  sure  use  those  foreign  spenders. 


Ah,  but  you’re  forgetting  those  negative  aspects  we  talked 
about  before.  I,  for  one,  wouldn’t  want  to  live  in  a gigantic 
theme  park.  No  amount  of  revenue  could  convince  me  to 
give  up  that  much  quality  of  life. 


Challenges  forTourism 


The  description  of  the  Rocky  Mountain  hot-spring  resort  that  began  this  activity 
should  have  given  you  an  idea  about  some  of  the  pitfalls  involved  in  an 
overdevelopment  of  the  tourism  industry.  To  get  a fuller  look  at  some  of  the 
possible  dangers  and  challenges  to  businesses  in  the  industry — as  well  as  some 
misconceptions — read  pages  22  to  25  of  Tourism  and  Travel:  Focus  Canada.  Pay 
particular  attention  to  Figure  1.12  on  page  22  and  Figure  1.13  on  page  24.  When 
you’ve  finished  reading,  respond  to  the  following  questions. 
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3.  Figure  1.12  on  page  22  of  your  text  tells  you  that  tourism  can  help  diversify  the 
economy.  Explain  what  this  means,  using  one  or  two  concrete  examples. 

4.  On  page  25  your  text  tells  you  that  “What  are  needed  are  policies  and  practices 
that  promote  sustainable  development .” 

a.  Explain  what  sustainable  development  is. 

b.  In  striving  for  sustainable  development,  do  you  see  tourism  as  part  of  the 
problem  or  part  of  the  solution?  Explain  your  ideas. 

5.  The  town  of  Serenity,  Alberta,  borders  a beautiful,  clear  lake.  The  lake 
contains  a variety  of  aquatic  life,  including  fifteen  varieties  of  endangered  or 
protected  species.  There  is  only  one  small  day-picnic  site.  The  town  has  a 
population  of  twelve  hundred;  it’s  serviced  by  one  gas  station,  a general  store,  a 
grocery  store,  and  a few  small  businesses  supplying  the  needs  of  local  farmers. 

a.  Describe  some  of  the  positive  aspects  of  developing  a tourist  resort  on  the 
lakeshore  of  Serenity. 

b.  What  would  some  of  the  negative  aspects  be  of  such  a development? 

c.  What  kinds  of  facilities  and  access  would  have  to  be  developed  in  order  to 
attract  tourists? 


6.  In  your  workbook  make  a three-column  chart  with  these  headings: 


Environmental 

Dangers 

Economic  Dangers 

Social  Dangers 

' : ' v"  ' ■ • ' ' 

Without  referring  to  your  text,  list  as  many  possible  dangers  or  challenges  as 
you  can  posed  by  heavy  development  of  the  tourism  industry. 


Compare  your  answers  with  those  in  the  Appendix,  Section  3:  Activity  2. 


Well,  what  do  you  think?  Should  tourism  be  promoted  even  more  so  that  greater 
amounts  of  money  are  spent  in  our  province?  Or  do  we  have  enough  outside 
visitors  who  may  not  necessarily  want  to  protect  the  beauty  of  areas  Albertans 
prize — such  as  the  hoodoos  in  Drumheller  and  the  beauty  and  serenity  of  our 
mountain  parks?  These  are  questions  that  need  to  be  addressed  by  an  industry 
bound  for  growth  and  expansion. 
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ACTIVITY  3 


Promoting  Tourism 

Marketing  Tourism 

You  just  won  the  lottery!  It  was  only  $5000.00,  but  still, 
you  won.  You’re  twenty  years  old,  you’ve  just  landed  a 
job  (which  starts  in  a few  weeks),  and  you’re  looking 
forward  to  relaxing  before  your  working  career  really 
gets  going.  What  to  do  with  the  money? 

You  have  two  thoughts.  One  is  to  sell  your  old  station 
wagon  and  buy  yourself  a more  reliable  used  car  to 
get  around  in  the  city.  The  other  is  to  go  on  a dream 
vacation  to  Hawaii.  You’ve  always  wanted  to  see 
Hawaii,  and  now  that  you  have  the  money,  you’ll  have 
that  opportunity. 

You  weigh  the  pros  and  cons.  Should  you  get  a car  that  you’ll  actually  be  able  to 
put  to  good  use?  It  sounds  good,  but  the  city  has  a good  transit  system;  and 
besides,  with  a job  starting  in  a few  weeks,  you  can  buy  a car  later.  Or  should  you 
go  on  vacation  and  relax  and  do  something  you’ve  always  wanted  to  do?  Of  course 
if  you  do,  all  you’ll  come  back  with  are  memories,  some  pictures,  and  the  odd 
souvenir.  The  money  will  be  gone.  Whatever  will  you  do? 

It  would  be  nice  to  have  this  dilemma,  wouldn’t  it?  Of  course  it’s  the  job  of  people 
in  the  tourism  industry  to  convince  people  with  decisions  of  this  sort  to  make  to 
take  the  trip  to  Hawaii. 

You  can  see  their  problem  can’t  you?  Certainly  almost  everyone  wants  to  take 
wonderful  vacations,  but  they  know  that  trips  are  quickly  over  and  their  money 
gone.  By  contrast,  someone  selling  a car  is  offering  something  concrete — 
something  that  should  last.  And  most  people  hate  to  see  their  money  disappear 
with  nothing  to  show  for  it. 


48 


SECTION  3:  Local  and  Regional  Tourism 


? 


But  someday  that  car  will  be  gone  too!  And  the  memories 
you  get  from  travelling  last  forever.  I’d  go  for  the  trip;  the 
car  can  wait! 


And  don’t  forget  everything  you  learn  when  ; 
That  knowledge  will  last  a lot  longer  than  th 


Marketing — or  selling — in  the  tourism  industry  is  different  from  marketing  any 
other  product.  Here  are  a few  factors  that  people  in  the  industry  must  deal  with  as 
they  try  to  sell  their  product  to  the  public: 

• When  people  spend  money  on  travel,  they’re  buying  an  experience,  not  a 
“real”  product  that  they  can  touch  and  take  home. 

• The  supply  of  tourism  facilities  is  relatively  fixed.  Certainly  new  hotels, 
restaurants,  and  so  on  are  always  being  built,  but  such  developments  are 
slow.  It’s  not  like  selling  pop. 

• The  tourism  industry  is  often  seasonal.  In  many  locations  it  lasts  only  a few 
months  of  the  year. 

• Some  tourism  products  are  “perishable  items”;  that  is,  they  can’t  be  stored  for 
sale  later.  For  example,  if  a hotel  room  sits  unused  for  a night  or  a plane  flies 
with  empty  seats,  the  revenue  that  could  have  been  created  is  lost  forever. 

• The  industry  is  subject  to  influences  beyond  its  control.  As  you  saw  in  the 
preceding  module,  such  things  as  political  situations,  demographic  trends, 
and  economic  downturns  can  all  have  a serious  impact  on  people’s  travel 
plans. 

But,  as  in  every  other  industry,  marketing  is  crucial  to  tourism.  People  in  the 
industry  must  promote  and  advertise  their  products  and  services.  They  must  find 
out  what  potential  tourism  customers  are  after,  try  to  meet  those  needs,  and  then 
persuade  would-be  travellers  to  buy  what  they  have  to  offer. 
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To  discover  a bit  more  about  marketing  in  tourism,  read  page  41  of  Tourism  and 
Travel:  Focus  Canada.  Then  respond  to  the  questions  that  follow. 

1.  At  the  top  of  page  41  of  your  text  you’re  told  that  marketing  involves,  among 
other  things, 

• doing  research 

• advertising 

• evaluating 


In  a sentence  or  two  explain  why  each  of  these  would  be  important  in 
marketing  products  and  services  in  the  tourism  industry. 


t 

marketing 
plan:  a 

systematically 
developed  strategy 
for  promoting 
and  selling  a 
product  or  service 

A 


2. 


Explain  in  your  own  words  what  you  think  some  of  Canada’s  chief  problems  are 
when  it  comes  to  marketing  the  country  as  a destination  for  tourists. 


Compare  your  answers  with  those  in  the  Appendix,  Section  3:  Activity  3. 


The  Marketing  Plan 


On  page  41  of  your  text  you  read  the  five  steps  involved  in  marketing: 


researching 

planning 

conducting  marketing  activities 
developing  marketing  management  systems 
evaluating 


Whenever  a business  or  organization  sets  out  systematically  to  go  through  these 
marketing  steps,  what  they’re  really  doing  is  developing  and  implementing  a 
marketing  plan.  As  in  anything  in  the  world  of  business,  taking  a haphazard 
approach  to  marketing  is  to  invite  failure. 


Good  business  people  always  plan  very  carefully 
just  how  they’ll  go  about  marketing  their  products. 
They  come  up  with  marketing  plans. 


so 
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Here,  once  again  are  the  five  steps  involved  in  creating  and  implementing  a 
marketing  plan.  This  time  they’re  described  a bit  more  fully. 


Step  1 : Researching 

In  doing  their  research,  businesses  must  learn  all  about  the  people  they  hope  to 
serve.  Demographic/psychographic  surveys  are  a big  help  here.  At  this  point  a 
business  will  usually  classify  its  potential  customers  according  to  factors  like  age, 
income,  and  interests.  This  is  known  as  market  segmentation.  Businesses  also 
have  to  learn  all  they  can  about  their  competition. 


Step  2:  Planning 

The  planning  stage  involves  two  processes: 

• setting  objectives  (for  example,  how  much  of  a product  the  business  hopes  to 
sell  to  what  target  market) 

• developing  promotional  activities  (for  example  devising  advertising 
campaigns,  holding  open  house  events,  giving  away  free  passes) 

Step  3:  Conducting  marketing  activities 

This  is  the  point  in  the  process  where  the  plans  devised  in  Step  2 are  put  into  effect. 
Everyone  in  our  society  today  is  fully  aware  of  the  enormous  amount  of  advertising, 
publicity,  and  promotion  in  general  that  goes  on  all  around  us.  We  live  in  a world 
saturated  with  marketing  campaigns.  And  this,  of  course,  makes  it  harder  for 
businesses  to  catch  people’s  eyes  with  new  and  unusual  marketing  techniques. 
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Step  4:  Developing  marketing  management  systems 

What  Step  4 involves  is  basically  making  sure  your  company  follows  through  on  its 
promotional  policies  and  promises.  If  you’re  advertising  lower  prices  on  a package 
tour,  you’d  better  make  sure  your  employees  know  about  it  and  actually  do  sell  the 
packages  at  the  advertised  prices. 

Step  5:  Evaluating 

Finally,  it’s  vital  that  business  people  keep  close  tabs  on  how  well  their  marketing 
plan  is  working.  There’s  no  sense  continuing  to  pour  money  into  an  advertising 
campaign,  for  instance,  that  just  isn’t  bringing  in  customers. 


Innovation 


3.  A restaurant  chain  for  which  you  work  has  developed  a new  taste  treat  the 
owners  have  decided  to  call  Scrumchies.  It’s  your  job  to  develop  a plan  to 
market  this  product.  Briefly  describe  what  you  might  do  at  each  stage  in 
developing  and  putting  into  effect  your  marketing  plan.  The  first  stage  has 
been  started  to  get  you  going. 

Step  1 : I might  set  up  a survey  to  discover  just  what  market  segment  would 
be  interested  in  Scrumchies.  My  research  might  involve  offering  free  samples 
and  asking  people  in  different  age  groups  how  they  liked  the  product. 


Compare  your  answers  with  those  in  the  Appendix,  Section  3:  Activity  3. 


Promoting  Tourism  at  the  Local  Level 


¥: 


ide  open  spaces,  unspoiled  wilderness,  and  all-season  outdoor  opportunities 
for  all  ages  — they’re  waiting  for  you  in  Strathcona  County! 

Strathcona 

County 


Check  out  our 
recreation  and 
tourist  facilities 
and  activities. 


golf  courses 

indoor  waterpark 

tennis  and  racquet  courts 

sports  fields,  playgrounds 

curling 

waterskiing 


sailing,  boating,  canoeing 
biking  trails 
picnicking 
bird  watching 
camping 

cross-country  skiing,  snowsboeing 


For  more  information  alout  Stratkcona,  stop  at  tke  Tourist  Information  Centre  in  Sherwood  Park,  open  daily. 


1 Advertisement,  Westworld  Alberta,  (Strathcona  County  Economic  Development  and  Tourism),  May /June  199c 
29.  Reprinted  by  permission. 
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Study  the  preceding  magazine  advertisement;  it’s  a well-crafted  ad  designed  to 
promote  tourism  in  Alberta’s  Strathcona  County.  Look  at  the  photographs.  They 
show  people  having  fun,  relaxing,  exercising,  socializing,  and  generally  enjoying 
themselves  in  healthy,  outdoor  activities.  The  visual  images  conjured  up  by 
phrases  like  “wide  open  spaces”  and  “unspoiled  wilderness”  add  to  the  mood 
created  by  the  photos.  The  ad  then  goes  on  to  list  a wide  range  of  sports  and 
activities  available  in  Strathcona  County.  In  a relatively  small  space  on  a magazine 
page  this  advertisement  goes  a long  way  toward  marketing  this  particular  part  of 
Alberta  to  potential  visitors. 

4.  Generally  speaking,  what  sort  of  person — or  market  segment — is  this  ad 
targeting? 

5.  Would  you  personally  be  influenced  by  this  advertisement?  Explain  why  or 


Advertising  in  a magazine  is,  of  course,  just  one  of  many  ways  companies  and  local 
tourist  associations  can  market  a tourism  product,  service,  or  destination.  Other 
marketing  methods  include  such  things  as  these: 


Advertising — and  promotion  in  general — is  a business  that  requires  a great  deal  of 
skill  and  imagination.  Creativity  is  one  important  ingredient  in  successful 
marketing,  and  it’s  a constant  challenge  to  people  working  in  sales  and  promotion 
departments  throughout  the  tourism  industry  to  keep  coming  up  with  new  and 
effective  ways  of  marketing  their  products. 

6.  You’re  the  manager  of  a medium-sized  hotel  in  an  Alberta  city  with  a population 
of  around  15  000.  Your  hotel  has  thirty-two  employees.  You  want  to  start  an 
annual  summer  event  that  would  promote  your  hotel  and  the  community,  but 
you’re  not  sure  exactly  what  event  you  should  come  up  with. 

a.  Suggest  two  things  you  could  do  to  come  up  with  a list  of  ideas  of  events  to 
choose  from. 

b.  Brainstorm — if  possible  with  a study  partner  or  a group  of  people — to  try  to 
come  up  with  a minimum  of  five  ideas  for  activities  or  attractions  you  could 
organize  for  your  annual  summer  event. 


why  not. 


• brochures 

• billboards 

• the  Yellow  Pages 

• press  releases 

• presentations 


• television  ads 

• free-ticket  giveaways 

• newsletters 

• seminars 

• educational  tours 
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c.  Choose  one  of  your  ideas  from  question  b.  Describe  how  you’d  go  about 
marketing  your  chosen  event.  Remember,  relying  on  only  one  marketing 
technique  will  greatly  limit  the  amount  of  exposure  your  event  will  get.  Tr; 
to  come  up  with  three  or  more  different  methods. 


Compare  your  answers  with  those  in  the  Appendix,  Section  3:  Activity  3. 


How  many  times  have  you  seen  an  advertisement  that  bent  or  stretched  the  truth 
Sometimes  this  sort  of  thing  is  quite  obvious  and  matter-of-fact — for  example  the 
ad  for  a hotel  that  claims  there  are  seventy  rooms  and  a heated  swimming  pool 
when  in  fact  there  are  fifty-five  rooms  and  the  pool  heats  up  only  on  very  sunny 
summer  days! 


At  other  times,  however,  things  aren’t  that  cut-and-dried.  An  example  would  be  th 
hotel  that  advertises  “Rooms  from  $32.99  a night!”  when  in  fact,  there’s  only  one 
room  that  rents  at  that  price,  and  that’s  just  in  the  off  season  and  only  if  there’s  ju 
one  person  staying  in  the  room.  The  truth  is  that  for  most  of  the  year  a family  of 
four  couldn’t  stay  at  the  hotel  for  under  $50.00. 


This  ad  hasn’t  really  lied,  but  it  has  distorted  the  truth.  Of  course  the  world  of 
advertising  and  promotion  are  full  of  marketing  tricks  which,  if  not  really 
dishonest,  certainly  don’t  reflect  the  reality  of  the  situation  as  most  people  see  it. 


Tell  me  about  it!  Like  those  pop  commercials  on  TV. 
They  show  some  guy  drinking,  say,  Fizzy  Pop,  and 
his  whole  life  looks  like  one  big  party!  The  message  is 
that  if  you  drink  Fizzy,  you’ll  have  this  terrific  social 
life.  It’s  not  exactly  a lie,  but  it’s  sure  not  the  truth  either. 


What  are  your  views  on  truth  in  advertising  and  promotion?  Imagine  once 
again  that  you’re  working  on  a campaign  to  promote  the  event  you  worked  on 
in  question  6.  How  far  would  you  go  in  “bending”  the  truth  to  attract  people  t( 
the  event?  Remember,  a successful  promotional  campaign  will  bring  tourist 
dollars  into  your  community  and  create  jobs. 


Compare  your  answers  with  those  in  the  Appendix,  Section  3:  Activity  3. 


To  market  a pair  of  shoes,  a store  can  advertise,  set  up  displays,  and  allow 
customers  to  try  on  the  shoes.  This  way  customers  know  just  what  they’re  buying 
and  the  people  running  the  store  get  immediate  feedback  on  customer  reaction  to 
their  product. 
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Marketing  a trip  to  a far-away  lake  resort  is  another  story. 
Potential  customers  can’t  touch  or  feel  the  product 
Until  they  get  to  the  resort  they’ll  likely  know  it  only 
from  looking  at  pictures  and  reading  promotional 
material.  They  may  have  been  told  that  there 
are  many  outdoor  activities  and  facilities 
available,  but  until  they  arrive  they  have  no 
reliable  way  of  knowing  how  satisfactory 
these  things  will  be.  And  what’s  worse, 
these  customers  will  likely  have  to  spend 
at  least  some  of  their  money  on  the 
product  before  arriving. 

This  sort  of  situation  poses  unique 
marketing  challenges  for  the  tourism 
industry.  Such  challenges  are  by  no  means 
insurmountable,  but  they  do  force  marketing 
professionals  in  the  tourism  industry  to  become  ever 
more  creative  and  innovative  in  the  methods  they  use  to  sell 
their  products  and  services. 


FOLLOW-UP  ACTIVITIES 


If  you  had  difficulties  understanding  the  concepts  in  the  activities,  do  the  Extra 
Help.  If  you  have  a clear  understanding  of  the  concepts,  do  the  Enrichment. 


Alberta  is  divided  into  six  tourism  destination  regions.  Each  region  has  an 
organization  that  promotes  and  develops  tourism  within  that  region. 


1.  In  your  notebook  trace  the  outline  of  one  of  the  maps  of  Alberta  from  Activity  1. 
On  your  traced  map  write  in  the  names  of  the  six  regions  approximately  where 
they  belong. 

2.  On  the  map  you  used  for  question  1,  draw  in  the  outlines,  as  closely  as  you  can, 
of  Alberta’s  five  national  parks.  Label  them. 


3.  In  which  tourism  destination  region  would  you  find  each  of  the  following 
centres? 


Red  Deer 

e. 

Peace  River 

Lethbridge 

f. 

Rocky  Mountain  House 

Fort  McMurray 

g. 

Medicine  Hat 

Jasper 
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4.  What  major  river  in  Alberta  is  closest  to  your  community? 

5.  While  Alberta  has  five  national  parks,  there  are  many  smaller  provincial  parks 
throughout  the  province. 

a.  Which  provincial  park  is  closest  to  your  community? 

b.  What  activities  are  offered  at  this  park? 

6.  Explain  how  the  ripple  effect  spreads  tourism  dollars  throughout  the 
community  in  which  those  dollars  are  spent.  In  your  response  refer  to  direct 
and  indirect  tourism  revenue. 

Tourism  is  the  third-largest  industry  in  Alberta.  Only  agriculture  and  the 
petroleum  industry  bring  in  more  money.  What’s  more,  tourism  is  by  and  large  a 
“clean”  industry  in  that  it  doesn’t  pollute,  scar  the  landscape,  or  use  up  natural 
resources. 

7.  Though  it’s  a clean  industry,  tourism  has  its  dangers  and  challenges.  Imagine 
that  you  live  in  a community  situated  in  a beautiful  but  delicate  natural 
environment.  The  town  council,  the  Chamber  of  Commerce,  and  most  of  the 
businesses  in  your  town  want  to  promote  and  develop  tourism  in  a big  way. 
However  you’re  not  so  sure  it’s  a good  idea  to  jump  into  things  so  quickly. 


Risk  Maoapenl 


Communicatioii 


Prepare  a speech  lasting  two  or  three  minutes  to  read  at  a town  council 
meeting  expressing  your  concerns  as  to  the  negative  impact  so  much 
development  might  have  on  your  community.  In  your  speech  consider  the 
social,  economic,  and  environmental  effects  of  the  development. 


Compare  your  answers  with  those  in  the  Appendix,  Section  3:  Extra  Help. 


CM 
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If  you’re  working  with  a study  partner,  each  of  you  could  take  one  side  of  the 
debate  and  write  opposing  speeches.  If  you  can,  read  your  speeches  to  a third 
party  and  have  that  person  decide  which  of  you  he  or  she  would  side  with. 


Marketing  is  a crucially  important  aspect  of  the  tourism  industry.  After  all,  you 
can  offer  the  best  product  or  service  in  the  world,  but  if  you  can’t  convince 
anyone  to  pay  for  it,  you  haven’t  accomplished  much. 

8.  Explain  why  it’s  important  for  a business  in  the  tourism  industry  to  have  a 
marketing  plan. 


Do  one  or  more  of  the  following. 

1.  Assume  that  you’re  in  the  top  ranks  of  the  association 
for  the  tourism  destination  region  in  which  you  live. 

A group  of  business  people  have  come  to  you 
asking  your  help  in  promoting  a summer  sporting 
event  for  the  area.  This  event  will  involve  the 
specific  amenities  within  your  region — for  example, 
bike  racing,  waterskiing,  golf,  softball,  fishing,  boat 


2.  Interview  a local  business  person  about  his  or  her  views  on 

attracting  more  tourists  to  your  particular  community.  Ask  this  person  for  both 
the  positive  and  negative  aspects. 

Remember  when  interviewing  anyone  to  be  polite  and  respectful.  Have  some 
specific  questions  prepared,  and  thank  your  interviewee  at  the  end.  For  a few 
more  tips  in  conducting  an  interview,  see  Section  4:  Extra  Help. 

3.  Develop  a set  of  rules  for  tourists  to  obey  when  coming  into  your  particular 
tourist  zone  or  community.  Now  develop  a set  of  rules  for  the  people  of  your 
community  to  obey  when  trying  to  attract  and  maintain  visitors. 

4.  Draw  an  enlarged  map  of  your  particular  tourist  destination  region.  Label  it 
with  some  of  the  major  tourist  attractions,  destinations,  and  facilities. 


>3 


How  would  you  go  about  helping  this  group  promote 
its  event? 


racing,  beach  volleyball,  or  a combination  of  these 
and  others. 
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5.  In  Activity  1 you  were  told  that 

traditionally  Alberta  has  been  divided 
into  fourteen  tourist  zones.  Though 
this  system  has  been  superseded  by  the 
six-fold  division  you  studied  in  the 
activity,  you’ll  still  hear  a good  deal  of 
talk  about  the  fourteen  traditional 
zones,  so  it’s  helpful  to  know  about 
them.  The  accompanying  map  shows 
you  where  they  are. 

A wonderful  set  of  videotapes  has 
been  produced  on  these  fourteen 
tourist  zones  by  Travel  Alberta — one 
video  of  about  fifteen  minutes  for  ' 

each  zone.  This  series  is  called 
Destinations  Alberta — Zones  1 to  14.  If 
you  can  get  hold  of  some  of  these  videos 
(they’re  distributed  by  the  Provincial 
Film  Library)  watch  a few  and  see  what 
you  can  learn  about  Alberta.  They’re 
very  entertaining  and  up-to-date,  and  you 
should  enjoy  viewing  them.  You’ll  probably 
be  most  interested  in  looking  at  the  one  that 
covers  the  zone  you  live  in.  Who  knows?  You  may 
even  spot  someone  in  it  that  you  know. 


JASPER 
NATIONAL 
PARK 
(Zone  9) 


6.  If  you  have  access  to  a computer  linked  to  the  Internet,  do  some  net  surfing  to 
learn  more  about  the  tourist  attractions  your  province  or  region  has  to  offer. 
Following  are  a few  sites  you  could  begin  your  search  with  (assuming  nothing 
has  changed  since  this  course  was  written).  From  there  just  go  where  your 
own  interests  take  you  and  see  what  you  can  discover;  the  probability  is  that 
you’ll  end  up  wanting  to  see  a good  deal  more  of  Alberta  in  person. 

•Travel.  Org — Alberta  (http://www.travel.org/alberta.html) 

• Interesting  Places  in  Alberta  (http://www.cuug.ab.ca.:8001/VT/alta- 
index.html) 


• Alberta  Travel  Center  (http://www.babelfish.com/AB_Travel/ 
trav_centers/AB_Trav_centers.html) 

• Alberta  Traveller  (http://www.babelfish.com/ab_travel/alberta.html) 


• Access  Alberta  (http://www.agt.net/public/access/accintro.htm) 


Compare  your  answers  with  those  in  the  Appendix,  Section  3:  Enrichment. 
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CONCLUSION 


WESTFILE  INC. 


Alberta  is  a beautiful  province  full  of  different  activities,  festivals,  and  events  for  all 
types  of  people  with  all  sorts  of  interests.  This  section  has  given  you  the 
opportunity  to  learn  about  the  six  tourism  destination  regions  into  which  Alberta 
has  been  divided.  You  should  also  now  be  able  to  judge  the  positive  and  negative 
effects  of  the  tourism  industry  with  regards  to  economic  and  social  issues.  Finally, 
you  should  be  able  at  this  point  to  describe  the  marketing  process  with  respect  to 
tourism  and  to  create  your  own  ideas  on  marketing  a tourism  product  or  service. 


ASSIGNMENT 

Turn  to  your  Assignment  Booklet  and  do  the  assignment  for  Section  3. 
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Can  you  recall  all  the  careers  you  had  in  mind  for  yourself  as  a child?  Astronaut? 

Explorer?  Fashion  model?  Wasn’t  it  fun  to  see  yourself  as  anything  your 
imagination  could  dream  up? 

Now,  however,  it’s  time  to  get  a bit  more  serious.  When  contemplating  a future  career, 
you  have  to  be  realistic  and  take  the  trouble  to  find  out  about  the  lines  of  work  you’re 
thinking  of.  If  you’re  pondering  a career  in  tourism,  this  section  will  help  you  find  out 
some  of  the  things  you’ll  need  to  know.  You  may  not  be  able  to  actually  go  out  and 
work  in  the  careers  you’ll  be  looking  into,  but  you  will  be  examining  a variety  of 
occupations  in  the  different  sectors  of  the  tourism  industry.  By  the  time  you’ve 
finished  this  section,  you  should  be  able  to  describe  a variety  of  jobs  and  careers  in 
tourism,  explain  the  role  training  and  education  play  in  pursuing  a tourism  career,  and 
assess  your  own  characteristics  and  skills  to  see  how  well  suited  you  are  to  a career  in 
the  industry. 


SECTION  4:  A Tourism  Career? 


ON 


ACTIVITY  I 


Jobs  in  Tourism 

The  Variety  of  Careers  in  Tourism 


Now  that  you  have  some  idea  of  what  the  tourism  industry  is  all  about,  do  you 
think  there  might  be  a career  for  you  within  it?  It’s  possible;  because  tourism 
spans  such  a wide  spectrum  of  businesses  and  services,  it  has  career  potential  for 
just  about  every  type  of  personality.  At  present  it’s  estimated  that  the  tourism 
industry  employs  about  100  000  Albertans  and  generates  $2.5  billion  each  year  in 
revenues.  Certainly  it’s  an  industry  with  a bright  future.  Some  people  predict  thal 
it’s  destined  one  day  to  become  the  world’s  largest  industry. 


V 

entry-level  job: 

a job  requiring  no 
background 
experience  and 
minimal  training 
and  skills 


Of  course  you  may  have  heard  working  in  tourism  criticized  by  some  people.  In 
recent  years  a common  perception  has  been  that  a job  in  tourism  is  no  more  than  i 
stepping-stone  to  another  career.  People  have  sometimes  believed  that  working  in 
the  tourism  industry  means  doing  only  things  like  parking  cars  at  hotels  or  serving 
hamburgers  at  fast-food  outlets.  Of  course  entry-level  jobs  like  these  do  exist, 
and  they  can  provide  excellent  training  for  young  people  starting  out;  but  there’s 
much  more  to  the  industry  than  this. 

More  and  more  often  these  days  young  adults  ready  for  employment  are  getting 
entry-level  jobs  and  staying  within  the  industry.  A job  in  tourism  can  quickly  lead 
to  advancement  to  upper-level  positions  for  those  who  possess  positive  attitudes,  a 
willingness  to  learn,  patience,  and  the  ability  to  deal  with  people.  If  qualities  like 
these  are  coupled  with  proper  education  and  training,  the  result  is  a person 
capable  of  a supervisory  or  even  a management  position. 
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If  you’ve  looked  through  your  textbook,  Tourism  and  Travel:  Focus  Canada , 
you’ve  probably  noticed  that  toward  the  end  of  each  chapter  (beginning  with 
chapter  4)  different  careers  are  highlighted  in  the  sector  of  the  industry  focused 
on  in  that  chapter.  In  order  to  gain  a greater  insight  into  the  variety  of  careers 
available  in  the  tourism  industry,  take  some  time  now — perhaps  thirty  minutes  to 
an  hour — to  look  over  some  of  these  pages.  The  point  of  this  isn’t  to  try  to  read 
and  remember  all  this  material  but  rather  to  get  a general  sense  of  the  variety  of 
jobs  out  there.  But  do  take  a closer  look  at  any  jobs  that  you  think  might  someday 
offer  you  career  possibilities. 

Here  are  some  of  the  pages  you  should  look  at: 


pages  98  to  104 

• pages  211  to  214 

pages  128  to  135 

• pages  243  to  248 

pages  153  to  156 

• pages  266  to  268 

pages  159  to  166 

• pages  278  to  282 

pages  183  to  190 

When  you’ve  spent  some  time  looking  over  these  pages,  respond  to  the  questions 
that  follow. 


1. 


2. 


Identify  two  positions  or  careers  in  each  of 
the  sectors  of  the  tourism  industry  listed 
below.  Give  a one-sentence  description 
of  each  one  you  list. 


a.  food-and-beverage  sector 

b.  adventure-and-recreation  sector 

c.  accommodation  sector 

d.  transportation  sector 

e.  attractions  sector 

f.  travel  trade  sector 


Which  two  or  three  career  areas  in 
tourism  interest  you  the  most?  Explain 
what  appeals  to  you  about  them. 


Compare  your  answers  with  those  in  the  Appendix,  Section  4:  Activity  I . 


As  part  of  your  Section  4 Assignment,  you’ll  be  asked  to  research  two  occupations 
in  different  sectors  of  the  tourism  industry.  You  might  start  thinking  now  about 
which  jobs  you’d  like  to  look  into  in  greater  depth.  In  fact,  you  could  get  a head 
start  on  your  research  and  begin  now. 


SECTION  4:  A Tourism  Career ? 


63 


Education  and  the  Tourism  Industry 


You’re  never  going  anywhere  without  an  education! 


Finish  high  school,  go  to  college,  and  obtain  some 
education;  then  decide  what  you  want  to  do! 


^ Get  an  education  or  work  for  minimum  wage  the  rest  of  your  life 

_ vi 


How  many  times  have  you  heard  statements  like  these?  Unfortunately  for  those 
who  quit  school,  such  assertions  hold  more  truth  than  ever  before.  For  example, 
between  1979  and  1993,  the  average  earnings  of  men  with  only  a high  school 
diploma  shrank  by  27  percent.  In  our  changing  society,  education  is  the  key  to  th< 
future.  Everyone  has  to  be  prepared  for  change  and  the  challenges  that  lie  ahead, 
The  way  to  learn  about  these  challenges  and  changes  is  through  understanding 
where  you’ve  come  from  and  what  the  trends  are  that  are  taking  you  in  a new 
direction.  Without  an  education,  you  won’t  be  able  to  offer  new  and  fresh  ideas, 
and  you  likely  won’t  advance  quickly  in  your  career. 


The  tourism  industry  has  recognized  that  many  of  its  people  have  traditionally 
been  unskilled,  entry-level  employees.  But  in  order  for  employees  to  do  other  jobs 
well,  they  must  be  trained  and  educated  in  their  positions  and  know  about  other 
positions  around  them.  Therefore,  each  sector  of  the  industry  has  begun  intensive 
employee  training  programs.  In  our  province  a program  called  Alberta  Best  has 
been  designed. 


The  objective  of  the  Alberta  Best  program  is  to  set  province-wide  standards  of 
excellence  in  serving  customers.  The  Alberta  Best  philosophy  is  that  customer 
expectations  should,  as  often  as  possible,  be  exceeded.  People  in  the  tourism 
industry  should  make  their  customers  as  happy  and  as  comfortable  as  they 
possibly  can.  That  way,  businesses  will  ensure  that  their  customers  will  return  am 
that  positive  word-of-mouth  advertising  will  bring  in  more  and  more  people.  This, 
in  turn,  will  generate  more  revenue  for  the  industry. 
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Training  staff  can  be  costly  and  time-consuming  in  any  industry.  In  tourism,  where 
seasons  peak  at  different  times  during  the  year,  every  business  wants  to  ensure 
that  its  staff  is  always  well  prepared  to  offer  the  best  service  possible.  As  a result, 
postsecondary  institutions  have  responded  with  various  levels  of  certificates  and 
degrees  in  hospitality  and  tourism  programs.  In  this  way  students — like  you — can 
obtain  high  school  credits  for  studying  about  the  tourism  industry.  And  they  can 
specialize  in  areas  or  sectors  of  the  industry  that  are  of  the  most  interest  to  them. 
From  high  school,  students  can  continue  on  to  a college  or  university  that  offers 
the  hospitality  and  tourism  programs  they  want. 

In  order  to  get  an  idea  of  the  wide  variety  of  careers  available  in  the  tourism 
industry  and  the  postsecondary  training  offered  for  these  careers,  watch  the  short 
video  Tourism:  Joining  Alberta’s  Best.  When  you’ve  seen  the  video,  respond  to  the 
questions  that  follow. 

3.  Take  five  or  six  minutes  and  list  as  many  tourism  jobs  as  you  can  that  are 
shown  or  mentioned  in  the  video. 

4.  What  facts  or  information  did  you  find  most  interesting  from  watching  this 
videotape?  Why? 

5.  According  to  the  video,  what  are  some  of  the  advantages  of  a career  in  tourism? 

6.  Basing  your  ideas  on  both  the  video  and  your  own  knowledge,  respond  to  the 
following  questions  or  discuss  them  with  a classmate,  study  partner,  or 
someone  in  the  work  force. 

a.  What  role  does  a high-school  education  play  in  gaining  employment  in 
tourism? 

b.  What  role  is  played  by  further  education — for  instance  a diploma  program 
in  a college? 

c.  Why  is  it  important  to  take  even  more  courses  or  seminars  once  you  have  a 
good  position  in  the  industry? 


Compare  your  answers  with  those  in  the  Appendix,  Section  4:  Activity  I . 


Most  people  who  work  in  the  tourism  industry  start  out  by  getting  an 
entry-level  position — perhaps  as  a dishwasher  or  bellhop.  They  can 
gain  valuable  work  experience  this  way.  From  there  a person  can 
move  up  the  career  ladder  and,  if  working  in  a restaurant,  for 
example,  can  become  a server  (or  waiter)  and,  eventually,  head 
waiter.  This  position  involves  overseeing  the  entire  serving  staff 
of  the  restaurant. 
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Generally,  however,  someone  following  this  route  would  be  unlikely  to  move  much 
further  up  the  ladder — unless,  that  is,  he  or  she  took  further  education  courses. 
With  a diploma  in  tourism  supervisory  development,  an  employee  can  become 
manager  of  the  kitchen,  perhaps,  or  the  lounge;  or  this  person  can  be  made  day- 
manager  of  the  food-service  side  of  the  restaurant. 


Of  course  this  career  path  could  continue  on  much  further.  With  more  experience 
and  some  business-management  courses  taken  at  a local  college  or  university,  the 
employee  could  eventually  manage  the  entire  establishment.  It  could  be  at  this 
point  that  this  person  might  wish  to  break  free  and  run  a restaurant  of  his  or  her 
own.  Or,  if  continuing  to  work  for  the  original  company  has  more  appeal,  the 
employee  could,  by  showing  enthusiasm  and  drive  and  a willingness  to  go  on 
learning,  end  up  as  executive  manager  of  a whole  chain  of  restaurants  or  the  chief 
executive  officer  responsible  for  flying  all  over  the  country  ensuring  that  the 
standards  of  quality  in  the  restaurant  chain  are  being  kept  up.  The  opportunities 
in  tourism  are  tremendous — for  people  willing  and  able  to  meet  the  challenge. 


ACTSVITY  2 

Personal  Attributes  and 
Tourism  Jobs 


How  well  suited  are  you  to  a career  in  the  tourism  industry? 

Following  is  a list  of  affirmative  statements  about  fifteen  personal  qualities  that  an 
important  for  people  who  work  in  tourism.  On  your  own  paper  list  the  numbers  1 
to  15  and  put  check  marks  beside  the  ones  that  apply  to  you. 


Day  manager!  I won't  be  satisfied  till 
I’m  running  my  very  own  restaurant!  ^ 
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4.  I take  pride  in  my  work  and  don’t  try  to  take  the  easy  way  out. 

5.  I am  versatile;  I can  work  in  a variety  of  situations. 

6.  I’m  easy  to  get  along  with  and  can  follow  directions  well. 

7.  I have  good  communication  skills. 

8.  I’m  organized. 

9.  I’m  able  to  plan  in  advance  and  work  towards  goals. 

10.  I’m  enthusiastic. 

11.  I’m  self-motivated;  I want  to  do  a top-notch  job  at  whatever  I try. 

12.  I possess  leadership  qualities;  I want  to  move  ahead  in  my  job. 

1 3.  I know  how  to  be  part  of  a team;  I can  work  well  with  others. 

14.  I have  a positive  attitude. 

15.  I can  take  others’  suggestions  as  constructive  advice  for  change 
rather  than  a put-down  of  my  abilities. 


If  you  checked  all  fifteen  statements,  you  have  the  potential  to  be  a resounding 
success  in  the  tourism  industry.  If  you  checked  off  ten  or  more  of  them,  you  could 
certainly  be  well  on  your  way  to  being  a successful  part  of  a tourism  team;  you  may 
have  some  skills  to  learn  or  some  traits  to  pick  up,  but  it  seems  that  you  have  the 
attitude  and  willingness  to  learn  what  you’ll  need  to  get  you  on  your  way.  If  you 
checked  off  fewer  than  ten,  perhaps  a front-line  tourism  career  isn’t  exactly  in  your 
future  at  this  time;  but  you  could  work  at  the  many  jobs  in  the  various  tourism 
sectors  that  don’t  require  a great  deal  of  customer  contact.  People  skills  are 
learned  traits  and  come  with  time  and  experience. 

In  order  to  learn  more  about  the  skills,  values,  and  attitudes  people  in  the  tourism 
industry  should  possess-— and  in  order  better  to  judge  your  own  aptitude  for  work 
in  that  industry — read  pages  287  to  292  of  Tourism  and  Travel:  Focus  Canada. 
Then  respond  to  the  following  questions. 

1.  a.  According  to  the  bar  graph  on  page  288  which  major  industry  at  present 
has  the  fastest  growth  rate  as  measured  by  the  number  of  people 
employed? 

b.  Which  industry  has  the  slowest  employment  growth  rate? 
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Teamwork 


2.  a.  From  what  you’ve  learned  of  working  in  the  tourism  industry,  what  appeals 

to  you  most  about  pursuing  a career  in  this  industry? 

b.  What  appeals  to  you  least? 

3.  Your  text  speaks  of  a “positive  service  attitude”  and  describes  what  this  means. 
To  what  degree  do  you  think  you  have  a positive  service  attitude?  Explain  your 
response. 

If  possible,  try  to  get  a serious  second  opinion  on  this  from  a friend,  family 
member,  or  study  partner  whose  opinion  you  trust.  Does  this  person’s  assessment 
of  your  positive  service  attitude  agree  with  your  own? 

4.  a.  Think  a bit  more  about  yourself.  As  you  do  so,  list  at  least  three  of  each  of 

the  following  that  you  possess. 

• characteristics  (distinctive  qualities  or  traits) 

• skills  (things  you’re  good  at,  like  computer  skills,  athletic  ability,  and 
so  on) 

• interests  (things  you  like  doing  or  learning  about) 

• values  (things  in  life  that  you  think  are  important  and  that  you  use  to 
guide  your  decisions  and  actions) 

• goals  (things  you’d  like  to  be  doing  in  five  years,  ten  years,  and  so  on) 
b.  Suggest  a few  tourism  occupations  for  which  these  traits  might  suit  you. 


5.  By  now  you  should  be  very  familiar  with  the  eight  sectors  of  the  tourism 
industry.  From  all  that  you’ve  learned  about  the  industry  throughout  this 
module,  tell  which  three  sectors  appeal  most  to  you  in  terms  of  career 
opportunities  and  explain  why. 


Compare  your  answers  with  those  in  the  Appendix,  Section  4:  Activity  2. 
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Jobs  in  the  twentieth  century  are  changing. 
Most  people  don’t  work  from  dawn  to  dusk 
anymore.  Technology  is  advancing;  the 
world  is  becoming  increasingly  more  reliant 
on  computers  and  global  communications. 
People  can  take  two  paths  in  this  new  world. 
They  can  ignore  these  changes  and  try  to 
maintain  the  old  ways  or  they  can  take 
charge  of  their  lives,  gain  greater  insight 
into  the  careers  they  plan  to  pursue,  and 
educate  themselves  to  handle  the 
responsibilities  and  changes  these  careers 
will  demand. 


Tourism  requires  outgoing  and  motivated  people.  It  needs  educated  personnel  if 
it’s  to  continue  to  flourish.  The  path  that  leads  to  success  in  the  industry  is  paved 
with  hard  work,  patience,  education,  and  ongoing  training.  Since  you  have  a better 
chance  of  being  struck  by  lightning  than  winning  the  lottery,  it’s  really  up  to  you  to 
take  charge  of  your  financial  future  and  make  the  most  of  it  that  you  can.  The 
tourism  industry  is  there  to  help  you  make  the  most  of  you. 


FOLLOW-UP  ACTIVITIES 

If  you  had  difficulties  understanding  the  concepts  in  the  activities,  do  the  Extra 
Help.  If  you  have  a clear  understanding  of  the  concepts,  do  the  Enrichment. 


Extra  Help 


As  you’ve  discovered  in  the  activities  you’ve  just  completed,  there’s  a vast  array  of 
tourism  careers  available  to  individuals  who  are  motivated,  ambitious,  and  willing 
to  go  on  learning  throughout  their  lives.  Tourism  is  an  industry  that  offers  young 
people  ample  opportunity  to  start  their  careers  with  entry-level  positions  and  to 
climb  their  chosen  ladders  from  there,  but  more  and  more  it’s  becoming  necessary 
for  people  serious  about  advancing  themselves  to  take  courses  in  tourism  if  they 
want  to  get  ahead. 

The  diagrams  that  follow,  adapted  from  the  pamphlet  Is  There  a Tourism  Career  in 
Your  Future?,  produced  by  the  Alberta  Tourism  Education  Council,  illustrate 
clearly  the  role  played  by  training  courses  and  study  programs  in  advancing  along 
two  career  paths  in  two  different  sectors  of  the  tourism  industry.  If  you  examine 
these  charts,  you’ll  see  just  how  supplementing  your  job  experience  with  further 
education  and  training  will  greatly  increase  both  the  speed  with  which  you’ll 
advance  in  a tourism  career  and  your  chances  of  someday  obtaining  an  upper- 
management  position  or  even  starting  up  your  own  business. 
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1 Diagrams,  Check  It  Out!  Is  There  a Tourism  Career  in  Your  Future?  (Alberta  Tourism  Education  Council  and 
Pacific  Rim  Institute  of  Tourism),  29-30.  Reprinted  by  permission. 
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From  everything  you’ve  read,  watched,  discussed,  and  thought  about  while 
working  your  way  through  Section  4,  respond  to  the  following  questions.  Feel  free 
to  refer  to  your  text,  your  Student  Module  Booklet,  or  any  other  source  you  wish. 


Explain  this  statement. 

2.  From  what  you’ve  learned,  in  this  section,  try  to  diagram  a likely  career  path 
for  someone  in  the  food-and-beverage  sector  who  dreams  of  someday  owning 
his  or  her  own  restaurant  and  who’s  starting  out  as  an  assistant  cook.  Use  the 
diagrams  that  precede  these  questions  as  models. 

3.  Suggest  some  of  the  specific  skills  and  characteristics  you’d  need  to 
successfully  pursue  careers  such  as  each  of  the  following: 

a.  travel  counsellor  or  travel  agent 

b.  front-desk  associate  or  receptionist  in  a hotel 

c.  hotel  room/housekeeping  attendant 

d.  air-traffic  controller 


Compare  your  answers  with  those  in  the  Appendix,  Section  4:  Extra  Help. 
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Enrichment 


Do  one  or  more  of  the  following. 


1.  If  you’d  like  to  learn  more  about  a specific  job  or  career  path  within  the  tourism 
industry,  probably  the  very  best  thing  to  do  first  is  to  talk  to  somebody  who 
works  in  that  area. 

If  you  know  somebody  with  a job  in  the  area  in  which  you’re  interested,  why 
not  contact  that  person  and  arrange  a meeting?  If  you  don’t  know  anybody  to 
contact,  use  whatever  resources  are  available  to  you  to  find  someone.  Your 
school  career  or  guidance  counsellor  would  be  a good  person  to  ask  help  from. 
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If  you’re  lucky  enough  to  arrange  for  a meeting,  be  sure  to  come  prepared; 
remember,  this  person  is  taking  time  out  for  you,  so  don’t  waste  that  time. 
Come  prepared  with  a set  of  questions  you’d  like  answered,  and  remember  to 
take  notes.  If  you’d  like  to  use  a tape  recorder,  be  sure  to  ask  permission  first. 


Here  are  a few  questions  you  might  consider  asking  during  your  meeting.  Of 
course  you’ll  probably  have  others  to  add  to  the  list. 

• How  did  you  get  into  this  area  of  work? 

• What  do  you  like  about  your  work?  What  don’t  you  like? 

• What  skills  and  aptitudes  do  you  need  in  this  type  of  occupation? 

• Please  describe  a typical  day  at  your  job. 

• What  sort  of  preparation  and  training  would  you  recommend  to  someone 
thinking  of  this  line  of  work? 

• Do  you  see  a good  future  in  this  career  path?  Why  or  why  not? 

• What  variety  of  jobs  is  there  in  your  area  of  work? 

• Would  you  recommend  this  occupation  or  career  to  young  people  starting 
out?  Why  or  why  not? 

• Can  you  suggest  other  people  I could  talk  to  in  this  career  area? 

Remember  to  be  courteous  and  respectful  during  your  meeting  and  to  conclude 
with  a thank-you.  It  would  be  a good  idea  to  follow  up  with  a note  a day  or  two 
later  thanking  the  person  you  spoke  with  for  his  or  her  time  and  cooperation. 
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2.  If  you’re  interested  in  learning  more  about  careers  in  tourism  in  general,  here 
are  three  resources  you  should  look  at.  Ask  your  Tourism  Studies  teacher, 
Guidance  Counsellor,  or  librarian  for  help  locating  them. 

• Tourism:  Joining  Alberta’s  Best.  This  resource  kit,  which  includes  the 
videotape  you  watched  in  Activity  1,  contains  a wealth  of  detailed 
information  about  careers  in  tourism  in  Alberta.  It  should  be  available  at 
your  local  high  school;  check  with  your  librarian  or  guidance  counsellor. 

• The  Student’s  Travel  Map:  A Guide  to  Tourism  Careers,  Educational 
Training ; produced  by  the  Canadian  Tourism  Human  Resource  Council 
and  the  Pacific  Rim  Institute  of  Tourism.  This  may  also  be  available  at 
your  guidance  counsellor’s  office. 

• The  Yellow  Brick  Road:  Your  Career  in  Hospitality  and  Tourism , published 
by  Kostrich  Publications,  Toronto.  This  reference  to  courses  and 
programs  in  tourism  may  be  available  at  your  guidance  counsellor’s 
office. 

• Check  It  Out!  Is  There  a Tourism  Career  in  Your  Future?  This  small, 
easy-to-read  pamphlet  should  be  available  at  the  office  of  your  career  or 
guidance  counsellor. 


Compare  your  answers  with  those  in  the  Appendix,  Section  4:  Enrichment. 


CONCLUSION 
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In  this  section  you’ve  been  given  the  chance  to  look 
at  a number  of  jobs  and  career  opportunities  in  the 
tourism  industry.  A major  emphasis  of  this  section 
has  been  the  role  that  training  and  further 
education  plays  in  gaining  employment  and 
advancing  in  a career  in  tourism.  You’ve  also  spent 
some  time  in  this  section  taking  stock  of  your  own 
personal  attributes  to  see  if  you  may  be  suited  for  a 
tourism  career.  If  you  think  you  may  indeed  be 
suited  for  such  a career,  and  you’re  interested  in 
looking  into  one,  now  is  the  time  to  be  learning 
more  about  the  industry  and  the  career  paths 
available  within  it. 


ASSIGNMENT 

Turn  to  your  Assignment  Booklet  and  do  the  assignment  for  Section  4. 
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Well,  what  do  you  think?  Now  that  you’ve  examined  the  makeup  of  the  tourism 
industry,  seen  how  travel  motivators  affect  industry  activity,  looked  at  local  and 
regional  tourism  ventures,  and  investigated  job  opportunities  within  the  industry, 
do  you  think  there  might  be  a tourism  career  in  your  future? 

If  your  answer  to  this  question  is  yes — or  maybe — why  not  take  more  modules  in 
Tourism  Studies?  Examine  the  Tourism  Studies  overview  at  the  beginning  of  this 
module  to  get  an  idea  of  what  other  areas  of  the  industry  you  might  investigate. 
Tourism  is  a rapidly  growing  industry  with  a wide  variety  career  opportunities.  It’s 
certainly  worth  looking  into. 
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COURSE  SURVEY  FOR 
THE  TOURISM  INDUSTRY  (TOU  101) 


After  you  have  completed  the  assignments  in  this  module,  please  fill  out  this  questionnaire  and  mail  it  to  the 
address  given  on  the  last  page.  This  module  is  designed  in  a new  distance  learning  format,  so  we  are 
interested  in  your  responses.  Your  constructive  comments  will  be  greatly  appreciated,  as  future  course 
revisions  can  then  incorporate  any  necessary  improvements. 

Name  Age  □ under  19  □ 19  to  40  □ over  40 

Address  File  No.  

Date  


I 

Design 

1.  The  Student  Module  Booklet  contains  a variety  of  self-assessed  activities.  Did  you  find  it  helpful  to  be  able 
| to  check  your  work  and  have  immediate  feedback? 

| □ Yes  □ No  If  yes,  explain. 


2.  Were  the  questions  and  directions  easy  to  understand? 
| □ Yes  □ No  If  no,  explain. 
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Course  Survey 


3.  Each  section  contains  Follow-up  Activities.  Which  type  of  Follow-up  Activity  did  you  choose? 

□ mainly  Extra  Help 

□ mainly  Enrichment 

□ a variety 

□ none 

Did  you  find  these  activities  beneficial? 

□ Yes  □ No  If  no,  explain. 


4.  Did  you  understand  what  was  expected  in  the  Assignment  Booklet? 
□ Yes  □ No  If  no,  explain. 


5.  The  course  materials  were  designed  to  be  completed  by  students  working  independently  at  a distance.  Were 
you  always  aware  of  what  you  had  to  do? 

□ Yes  □ No  If  no,  provide  details. 


6.  This  distance  learning  course  may  include  an  assortment  of  drawings,  photographs,  and  charts, 
a.  Did  you  find  the  visuals  in  this  course  helpful? 

□ Yes  □ No  Comment  on  the  lines  below. 


b.  Did  you  find  the  variety  of  visuals  in  this  course  motivating? 
□ Yes  □ No  Comment  on  the  lines  below. 
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7.  Suggestions  for  audiocassette,  videocassette,  and  computer  activities  may  have  been  included  in  the  course. 
Did  you  complete  these  media  activities? 

□ Yes  □ No  Comment  on  the  lines  below. 


Only  students  enrolled  in  a Junior  High  course  need  to  complete  the  following  question. 

8.  The  Student  Module  Booklet  may  have  directed  you  to  work  with  your  learning  facilitator.  How  well  did 
j you  work  as  a team? 

Student’s  comments:  


Learning  facilitator’s  comments: 


Course  Content 

1 . Was  enough  detailed  information  provided  to  help  you  learn  the  expected  skills  and  ojectives? 
□ Yes  □ No  Comment  on  the  lines  below. 


2.  Did  you  find  the  work  load  reasonable? 
□ Yes  □ No  If  no,  explain. 
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3.  Did  you  have  any  difficulty  with  the  reading  level? 


□ Yes  □ No  Please  comment. 


4.  How  would  you  assess  your  general  reading  level? 

□ poor  reader  □ average  reader  □ good  reader 

5.  Was  the  material  presented  clearly  and  with  sufficient  depth? 

□ Yes  □ No  If  no,  explain. 


General 

1 . What  did  you  like  least  about  the  course? 


2.  What  did  you  like  most  about  the  course? 


Additional  Comments 
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Only  students  enrolled  with  the  Alberta  Distance  Learning  Centre  need  to  complete  the  remaining 
questions. 

1.  Did  you  contact  the  Alberta  Distance  Learning  Centre  for  help  or  information  while  doing  your  course? 

( 

□ Yes  □ No  If  yes,  approximately  how  many  times?  

Did  you  find  the  staff  helpful? 

□ Yes  □ No  If  no,  explain. 


2.  Were  you  able  to  fax  any  of  your  assignment  response  pages? 

□ Yes  □ No  If  yes,  comment  on  the  value  of  being  able  to  do  this. 


3.  If  you  mailed  your  assignment  response  pages,  how  long  did  it  take  for  their  return? 


4.  Was  the  feedback  you  received  from  your  correspondence  or  distance  learning  teacher  helpful? 

| □ Yes  □ No  Please  comment. 

| 


1 

" Thanks  for  taking  the  time  to  complete  this  questionnaire. 

i'^our  feedback  is  important  to  us.  Please  return  this 
lestionnaire  to  the  address  on  the  right. 

you  are  enrolled  at  the  Alberta  Distance  Learning  Centre 
id  will  be  mailing  your  Assignment  Booklet  to  ADLC,  you 
ay  return  this  questionnaire  with  the  Assignment  Booklet. 

I 
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Course  Survey 


amenities:  things  that  provide  people  with 
comfort  and  convenience 

business  travellers:  tourists  who  travel  for 
purposes  of  business 

Chamber  of  Commerce:  an  association  of 
business  people  in  a community  whose 
purpose  it  is  to  promote  business  in  the  area 

demography/demographics:  the  classification 
and  study  of  people  according  to  such  factors 
as  age,  gender,  income  level,  and  education 

direct  tourism  revenue:  money  spent  by 
tourists  within  the  tourism  industry 

entrepreneurs:  people  who  originate,  operate, 
and  assume  the  risk  of  business  ventures 

entry-level  job:  a job  requiring  no  background 
experience  and  minimal  training  and  skills 

excursionists:  travellers  who  take  trips  of  a 
day  or  less  and  so  don’t  spend  a night  away 
from  home 

indirect  suppliers:  businesses  that  play  a role 
in  the  tourism  industry  by  supplying 
subsidiary  services 

indirect  tourism  revenue:  money  spent 
originally  by  tourists  within  the  tourism 
industry  and  then  paid  to  other  businesses 
or  individuals  in  the  region 

industry  sectors:  in  tourism,  the  eight 

categories  into  which  the  industry  is  divided 

infrastructure:  the  complex  of  basic,  often 
hidden,  facilities  such  as  sewers,  roads,  and 
electrical  lines 

marketing:  selling,  promoting,  and  advertising 
a service  or  product;  bringing  buyers  and 
sellers  together 


marketing  plan:  a systematically  developec 
strategy  for  promoting  or  selling  a produ< 
or  service 

market  segmentation:  the  division  of  a mai 
into  different  groupings 

pleasure  travellers:  tourists  who  travel  for 
personal  reasons 

private  sector:  the  collection  of  privately  ru 
businesses  not  owned  or  operated  by 
government 

psychographics:  the  study  of  people’s  inter 
and  activities 

public  sector:  government  and  government 
run  businesses 

regulatory  bodies:  agencies  that  provide  th 
rules  and  regulations  that  govern  the 
workings  of  an  industry 

revenue:  income;  mainly  brought  in 

ripple  effect:  a term  used  to  describe  how 
revenue  from  spending  is  circulated 
throughout  the  economy 

superstructure:  visible,  above-ground  facili 
such  as  stores,  airports,  and  convention 
centres 

tourism:  an  activity  in  which  people  visit  pla 
and  other  people  outside  their  own 
communities  (except  for  daily  commuting 

tourism  industry:  the  collection  of  business 
and  organizations  that  provide  products  ai 
services  for  travellers 

tourists:  technically,  people  who  travel  some 
distance  from  their  homes  and  stay  away  c 
least  one  night 
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jvel  generators:  factors  that  influence  people  VFR:  a term  used  in  the  tourism  industry  to 
to  go  to  a destination  and  buy  the  products  refer  to  the  type  of  travel  done  by  people 

and  services  offered  there  by  the  tourism  who  are  visiting  friends  and  relatives 

industry 

1 

^vel  motivators:  any  factors  that  create  in 
people  a desire  to  travel 


;ction  I:  Activity  I 


i a.  Responses  will  be  personal.  Many  students  will  likely  have  listed  such  things  as  camping  trips,  visits 
to  family  in  other  parts  of  the  province  or  country,  excursions  to  a local  park  or  beach,  and  visits  to 
such  things  as  fairs  and  exhibitions.  Others  may  well  list  trips  taken  farther  afield — perhaps  to 
Disneyland  or  elsewhere  in  the  United  States.  Of  course  those  fortunate  enough  to  have  travelled 
overseas  would  likely  mention  trips  of  this  sort  at  the  tops  of  their  lists. 

b.  Responses  will  vary  depending  on  the  types  of  travelling  you’ve  done.  Here’s  a sample  list  made  by 
one  student  whose  experiences  were  chiefly  of  camping  and  touring  around  Alberta.  Of  course  yours 
I will  likely  be  very  different. 

• roads  and  highways 

• gas  stations 

• provincial  and  national  parks 

• campgrounds — both  private  and  government-run 

• restaurants  (especially  fast-food  outlets) 

On  his  trip  Jose  made  use  of  these  resources  from  the  tourism  industry: 

• an  airline  • a hotel 

• taxicabs  • the  gondola  ride 

• a gas  station  • a souvenir/gift  shop 

• various  restaurants  • a car-rental  agency 

You  may  also  have  mentioned  the  telephone  company,  though  of  course  this  isn’t  a service  targeted 
specifically  at  tourists.  Though  it  isn’t  mentioned  in  the  scenario,  Jose  may  well  have  made  use  of  such 
things  as  a travel  agency  and  reservation  services. 

i Responses  will  vary.  Did  you  discover  that  the  person  with  whom  you  spoke  made  use  of  many  of  the 
same  types  of  resources  from  the  tourism  industry  as  Jose  did? 

; a.  The  opening  scenes  were  filmed  in  the  Rocky  Mountains. 


• camping-supply  stores 

• convenience  stores 

• interpretive  centres  and  historical  sites 

• fishing  facilities 

• tourist  information  centres 


b. 

s 


Some  of  the  broad  features  are 

• Alberta’s  frontier  quality 

• the  wild  country 

• cattle  country 


• slick  civilization 

• “oil  boomers” 

• wide-open  space 
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c.  There’s  less  risk  because  Alberta  has  more  sunny  days  that  any  other  province. 

d.  Some  of  the  principal  attractions  of  the  West  Edmonton  Mall  mentioned  in  the  film  are 


• the  water  park 

• over  eight  hundred  shops  and  eleven  department  stores 

• thirty-four  theatres 

• about  a hundred  restaurants 

• a year-round  skating  rink 


e.  Some  of  the  principal  attractions  of  Calgary  and  its  surrounding  area  that  are  mentioned  in  the  film 


the  Calgary  Stampede 
Cochrane  Ranch 

the  botanic  gardens,  zoo,  and  prehistoric  park 
two  major  art  museums 


an  aerospace  museum 
Heritage  Park 
the  Calgary  Centre  for  Performing  1 
Calaway  Theme  Park 


f.  Kananaskis  has  the  following  attractions 

• Olympic  downhill  runs 

• seventy  miles  of  cross-country  ski  trails 

• a thirty-six-hole  golf  course 


Canmore  is  considered  to  be  Alberta’s  cross-country  skiing  centre. 

g.  Some  of  the  attractions  mentioned  in  the  central  and  southern  parts  of  Alberta  are 

• Dinosaur  Provincial  Park  • Head-Smashed-In-Buffalo  Jump 

• the  Royal  Tyrrell  Museum  of  Paleontology  • Waterton  Lakes  National  Park 

• Writing-on-Stone  Provincial  Park  • activities  like  camping  and  canoeing 

h.  It  seems  that  almost  every  week  during  the  summer  months  Edmonton  hosts  a festival  of  some  sort 

i.  Edmonton’s  attractions  include 


• the  Space  Sciences  Centre — Canada’s  largest  planetarium 

• Fort  Edmonton 

• the  Provincial  Museum 

• the  Muttart  Conservatory 

• an  opera  company 

• a symphony  orchestra 

• a ballet  company 

• lots  of  theatre 

• more  parkland  per  capita  than  any  other  city  in  the  world 

• the  Ukrainian  Cultural  Heritage  Village  (nearby) 

• the  Edmonton  Oilers 

• the  West  Edmonton  Mall 

5.  Responses  will  be  personal. 
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ction  I : Activity  2 


a.  Responses  will  vary.  Here  is  one  response  given  by  a student  who  went  camping  with  her  family  for  a 


week  in  the  mountains. 


b.  Again  responses  will  vary.  The  following  example  is  based  on  the  camping  trip  presented  in  question  1. 


food  and  beverage 
transportation 
adventure  and  recreation 
tourism  services 


• travel  trade 

• accommodation 

• attractions 


In  fact,  the  only  sector  not  involved  in  this  student’s  trip  was  the  events-and-conferences  sector. 

Responses  will  vary  depending  on  your  community  or  region,  but  here  are  some  possibilities: 

a.  Tourism  Services:  a local  information  centre;  an  auto  club  such  as  the  Alberta  Motor  Association  or 
Sears  Auto  Club;  any  retail  outlets  that  cater  to  tourists 

b.  Food  and  Beverage:  any  local  restaurant;  restaurants  from  chains  like  McDonald’s  or  Wendy’s;  any 
lounges,  nightclubs,  pubs,  catering  operations,  and  coffee  shops 

c.  Adventure  and  Recreation:  a local  ski  hill;  golf  courses;  tennis  facilities;  park  systems;  hunting  and/or 
fishing  facilities;  marine  or  adventure  tourism  facilities 

d.  Accommodation:  hotels;  motels;  bed  and  breakfasts;  campgrounds;  time-share  facilities;  summer 
camps;  resorts;  hunting  lodges/cabins;  country  inns;  hostels 

e.  Transportation:  taxis;  gas  stations;  car  rental  businesses;  RV  rental  and  sales  businesses;  cruise  lines; 
air  carriers;  motor-coach  transportation;  railways 


f.  Travel  Trade:  travel  agencies;  tour  operators 
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g.  Events  and  Conferences:  fairs  and  exhibitions;  festivals;  trade  shows;  conventions  (for  example, 
teachers’  convention);  meetings  and  conferences;  farmers’  markets 

h.  Attractions:  museums;  historical  sites;  parks;  amusement  parks;  galleries;  interpretive  centres;  nat 
cultural  displays 

3.  Clearly  the  state  of  the  gas  station  and  the  behaviour  of  its  personnel  will  discourage  many  travellers  fr 
stopping  there.  That  means  many  customers  your  restaurant  would  have  attracted  from  cars  stopping  1 
gas  will  end  up  at  another  roadside  establishment  farther  down  the  highway 

Section  I : Activity  3 

1.  Because  the  material  in  this  part  of  your  text  is  rather  technical  and  only  brief  responses  were  asked  fo 
here,  your  answers  may  vary  somewhat  from  what  follows. 

a.  The  federal  government  has  a widespread  impact  on  the  tourism  industry  through  a variety  of 
departments.  Basically,  this  impact  occurs  for  the  most  part  through  the  government’s 

• planning  • making  regulations  and  laws 

• establishing  policies  • spending  money 

The  body  of  the  federal  government  most  involved  in  the  industry  is  Tourism  Canada,  under  the 
authority  of  the  Minister  of  Industry.  Tourism  Canada’s  mission  is  “to  encourage  and  support  the 
economic  growth,  excellence  and  international  competitiveness  of  the  tourism  industry  in  all  parts 
Canada.”  Its  activities  involve  the  following  three  principal  functions: 

• advocacy:  making  sure  that  the  concerns  of  the  tourism  industry  are  taken  into  consideratioi 
the  other  government  departments  when  they  make  policies  and  regulations 

• business  services:  contributing  directly  to  the  planning  and  decision  making  of  business  and 
government  agencies  in  the  tourism  industry 

• international  marketing:  advertising  Canada  as  an  attractive  destination  for  tourists  coming  f 
other  countries 

b.  The  provincial  governments  of  Canada  each  have  a department  of  tourism  that  works  with  municip; 
governments  to  promote  tourism  throughout  the  province.  It  does  this  by  engaging  in  activities  su< 
as  the  following: 

• advertising  and  producing  tourism-related  literature 

• doing  research 

• working  with  privately  operated  businesses 

• collecting  taxes 

• passing  laws  and  making  regulations 

• providing  financial  assistance 

• providing  facilities  such  as  tourist  information  centres 

• setting  up  education,  training,  and  awareness  programs 

c.  Municipal,  or  local,  governments  work  to  promote  the  tourism  industry  in  their  areas  to  create 
business,  bring  in  revenue,  and  diversify  the  economic  bases  of  their  areas.  Municipal  government 
work  with  agencies  of  the  provincial  and  federal  governments,  local  businesses,  local  tourism 
organizations,  and  so  on  to  develop  policies  and  make  regulations  that  promote  tourism.  They  also 
such  things  as  advertise,  improve  transportation  facilities,  work  to  ensure  public  safety,  and  ensure 
environmental  protection. 
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The  possible  types  of  laws  are 

• licensing  laws  (to  ensure  that  establishments  are  licensed  to  provide  service) 

• labour  laws  (to  ensure  a standard  of  employment) 

• immigration  laws  (to  ensure  quality  of  life  and  fair  access  to  jobs) 

• advertising  laws  (to  ensure  fair  and  accurate  advertising  to  consumers) 

• tax  laws  (to  ensure  that  businesses  pay  appropriate  taxes  based  on  tourist  income) 

• consumer  laws  (to  ensure  fair  consumer  practices) 

• entry-exit  laws  (to  protect  citizens  and  businesses  in  Canada) 

• fire  regulations  (to  ensure  public  safety) 

• education  and  training  legislation  (to  maintain  a degree  of  competence  in  the  industry) 

• building  zones  laws  (to  ensure  well-planned  communities  to  live  in  and  visit) 

• national  parks  legislation  (to  protect  Canada’s  natural  heritage  and  beauty) 

• transportation  legislation  (to  ensure  public  safety  and  access) 

• recreational  regulations  (to  ensure  public  safety) 

• health  and  safety  legislation  (to  ensure  public  safety) 

• insurance  regulations  (to  ensure  economic  development  and  safety  of  the  public) 

a.  Marketing  of  this  sort  is  important  because  tourism  brings  in  revenue,  creates  jobs,  and  stimulates 
and  diversifies  the  economy  of  every  region  it  affects.  However,  tourists  have  only  so  much  money  to 
spend;  and  when  they  spend  it  in  one  region,  it’s  lost  to  all  others.  That’s  why  it’s  important  to 
advertise  and  promote  tourism  in  any  area — to  attract  tourists  and  their  dollars  to  that  region. 

b.  Problems  of  various  sorts  can  emerge.  For  example,  an  increase  in  tourists  can  result  in  a 
corresponding  increase  in  traffic,  noise  levels,  and  so  on,  thereby  upsetting  local  residents.  It  can  also 
result  in  damage  to  the  environment — perhaps  the  very  feature  that  attracted  the  tourists  in  the  first 
place.  Examples  might  be  the  over-fishing  of  a lake  or  the  construction  of  tourist  accommodation  and 
recreational  facilities  in  a beautiful  wilderness  area. 

Tourism  zones  or  regions  are  divisions  within  each  province,  each  usually  having  an  association  that 
promotes  tourist  activity  in  that  zone  or  region.  Normally  the  association  of  each  zone  or  region  works 
lj  with  the  provincial  department  of  tourism  to  develop  and  advertise  tourism  in  the  area. 

j 

a.  These  large  associations  exist  to  work  with  government  (s)  to  promote  the  interests  of  the  tourism 
industry. 

I 

b.  Your  response  should  cover  two  of  the  following  associations: 

• The  World  Tourism  Organization  (WTO)  is  the  world’s  biggest  international  tourism  association. 
It’s  made  up  of  113  national  governments  along  with  many  private  members  from  the  tourism 
industry,  so  it  combines  both  public  and  private  sectors.  This  vast  organization  not  only  unifies 
and  consolidates  policy  making  in  the  industry  but  also  works  to  use  tourism  as  a means  of 
developing  cross-cultural  knowledge  and  understanding  throughout  the  world. 

Briefly,  the  WTO 

- provides  technical  cooperation  to  governments  in  developing  tourism 

- shares  in  environmental  planning 

- works  to  remove  barriers  to  tourist  travel 

; - gathers  and  provides  data  on  tourism 

- offers  education  and  training  programs 
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• The  Pacific  Asia  Travel  Association  (PATA)  is  another  international  organization.  It  brings 
together  a wide  variety  of  governmental  and  private-sector  tourism  agencies  and  businesses  t 
promote  and  develop  tourism  in  the  area  of  Pacific-Asia.  PATA  engages  in  such  things  as 
research,  education  and  training,  product  development,  and  the  providing  of  marketing 
expertise. 

• The  Alliance  of  Canadian  Travel  Associations  (ACTA)  is  a Canadian  organization  made  up  of 
volunteers  supported  by  provincial  and  national  staff.  It  works  at  promoting  the  goals  of  the 
tourism  industry  and  providing  a safe  and  effective  environment  for  tourists  in  Canada.  ACT/ 
made  up  of  members  from  the  various  sectors  of  the  tourism  industry  and  works  at  helping  th 
meet  their  goals  and  furthering  their  interests.  One  of  ACTA’s  chief  concerns  is  education  an 
training. 

• The  Tourism  Industry  Association  of  Canada  (TIAC)  is  the  “national  voice  of  the  tourism 
industry.”  It’s  made  up  of  members  from  the  various  sectors  of  the  industry  and  strives  to 
encourage  Canadian  tourism.  It  represents  the  interests  of  the  industry  to  the  federal 
government  in  Ottawa  and  works  with  Canada  Customs  to  make  it  as  easy  as  possible  for  fore 
tourists  to  travel  here.  Finally,  TIAC  helps  develop  industry  standards  throughout  Canada  an 
helps  conduct  research  into  tourism. 

Section  I:  Follow-up  Activities 
Extra  Help 

1.  An  excursionist  normally  uses  the  amenities  of  the  tourism  industry  for  only  a single  day  without  stayin 
overnight  in  an  accommodation  facility — like  a hotel  or  campground.  A pleasure  traveller,  on  the  other 
hand,  makes  use  of  tourism  services  and  amenities  for  a period  that  extends  at  least  over  a one-night  st£ 

2.  Excursionists  have  rather  different  needs  and  spend  different  amounts  of  money  than  tourists.  Actually 
the  distinction  is  most  important  in  the  gathering  of  data  and  statistics  on  the  tourism  industry.  At  a mo 
practical  level,  both  excursionists  and  true  tourists  are  important  customers  for  many  people  in  the 
tourism  industry. 

3.  Here’s  one  person’s  list  of  tourist  amenities  you  might  find  in  a mall.  Compare  it  to  your  own.  Note  thal 
the  student  who  made  this  list  was  thinking  of  the  West  Edmonton  Mall,  which  has  a range  of  attraction; 
greater  than  that  of  most  malls.  Did  you  think  of  anything  that  isn’t  on  this  list? 

• information  booths,  bulletin  boards,  and  interactive  computer  screens 

• souvenir  stores  and  card-and-gift  shops 

• food-and-beverage  facilities 

• special  displays,  perhaps  of  historic  or  cultural  interest 

• special  events,  for  example,  singing  or  dancing  groups,  craft  shows,  and  so  on 

• travel  agencies 

• recreational  facilities,  for  example,  mini-golf  courses,  theme  parks,  and  so  on 

• accommodation  facilities  such  as  an  attached  hotel 

a taxicab:  transportation 
a motel:  accommodation 
a tourist  information  centre:  tourism  services 
a cabaret:  food  and  beverage 
a tour  guide:  travel  trade 
a fair  or  exhibition:  events  and  conferences 
a park:  adventure  and  recreation 
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• The  federal  government  is  responsible  for  legislation  and  regulation  in  the  tourism  industry  for  the 
whole  country.  It  looks  out  for  the  best  interests  of  tourism  for  Canada  as  a whole. 

• Each  provincial  government  is  responsible  for  ensuring  that  the  province  maintains  a high  degree  of 
tourism  numbers.  This  level  of  government  provides  funding  to  various  municipalities  to  help  encourage 
tourism  growth. 

• Municipal  governments  work  closely  with  zone  associations  and  such  organizations  as  the  local 
Chamber  of  Commerce  to  ensure  that  their  area/community  attracts  and  can  withstand  a high  degree  of 
tourism  traffic.  This  level  ensures  that  the  community  has  events  or  facilities  to  support  tourist  travel. 

! 

irichment 

| a.  Responses  will  be  personal.  Did  you  really  let  your  imagination  go? 

b.  Again  your  response  will  be  personal.  For  some  people,  nothing  is  more  important  than  fine  dining 
and  first-class  accommodation.  Others  are  content  to  eat  hot  dogs  and  sleep  wherever  they  can  as  long 
as  there  are  such  amenities  as  museums,  galleries,  and  historical  sites.  Some  people  wouldn’t  dream 
of  travelling  without  the  help  of  travel  agents  and  tour  operators.  By  contrast,  others  stress  freedom 
while  travelling,  and  would  never  tie  themselves  down  this  way  to  plans  and  schedules. 

I 

| Responses  will  vary.  Remember,  one  objective  you  should  have  for  engaging  in  tourism  studies  is  to 
| become  more  aware  of  the  tourism  industry  and  ways  in  which  it  can  be  improved.  Whenever  you  make 
use  of  tourism  amenities,  try  to  stay  alert  to  how  well  they’re  delivered  and  what  the  quality  of  the  product 
i really  is.  Rude  waiters,  sloppy  desk  clerks,  and  off-schedule  tour  buses  damage  Canada’s  tourism  industry 
! not  only  for  the  businesses  directly  involved  but  for  all  concerned. 

Responses  will  vary.  Here  are  a few  ideas  taken  from  several  student  responses.  As  you  can  see,  they 
| represent  a broad  range  of  ideas. 

| • give  away  free  tickets  on  the  radio  to  a local  event 

; • advertise  events  in  neighbouring  communities 

• set  up  billboards 

• “dress  up”  the  community  with  more  tourist  facilities 

• get  local  business  to  pool  money  with  the  local  government  to  spruce  up  the  downtown  area 

• advertise  in  magazines  such  as  the  Alberta  Accommodation  and  Visitors’  Guide 

• keep  the  toilet  facilities  in  the  municipal  campground  clean 

• encourage  everyone  in  the  community  to  adopt  a friendly,  helpful  attitude  to  visitors 
Did  you  think  of  other  ideas? 

! Your  logo  will,  of  course,  be  your  own  creation.  Did  you  consider  carefully  what  aspects  of  your 
I community  or  province  are  particularly  important  and  could  be  used  in  attracting  tourists?  Did  you  find 
I simple,  effective  ways  of  representing  these  aspects?  Finally,  were  you  able  to  combine  the  elements  of 
| your  logo  into  an  arrangement  that  seems  unified,  uncluttered,  and  pleasing  to  the  eye? 

Many  communities  have  their  own  logos  and  sometimes  display  them  on  highway  signs  nearby.  Keep  an 
eye  out  for  these  as  you  travel,  and  try  to  evaluate  how  well  they  advertise  the  communities  and  how  likely 
they’d  be  to  attract  the  attention  of  tourists. 

ction  2:  Activity  i 

| It  cost  money  to  travel  during  the  time  of  the  Roman  Empire,  just  as  it  does  today — to  obtain  fresh  horses, 

I to  stay  in  lodgings,  and  to  eat.  Members  of  the  lower  classes  simply  didn’t  have  the  financial  means  to 
travel — or  the  time  away  from  work. 


1 


APPENDIX 


83 


2.  The  factors  were  essentially  the  advancements  in  technology  brought  about  by  the  Industrial  Revolution 
specifically,  the  development  of  the  stagecoach,  the  steamboat,  the  railroad  and,  in  more  recent  times,  tl 
automobile  and  the  motorcoach. 

3.  Responses  will  vary.  Certainly  this  seems  to  be  true  of  more  people  than  it  used  to  be,  but  there  remain 
large  group  of  Canadians  for  whom  recreational  travel  is  still  a dream  rather  than  an  expectation. 

4.  Responses  will  vary.  If  you’re  fortunate  enough  to  know  someone  in  his  or  her  eighties  or  nineties  (or 
more!),  you  should  have  had  a very  interesting  discussion. 

5.  Responses  will  vary  somewhat.  Certainly  the  hot  springs  were  an  important  attraction  at  Banff,  and  Bar 
was  accessible  by  road  before  Jasper  was.  As  Canada’s  first  national  park,  Banff  naturally  received  a go( 
deal  more  publicity  in  its  early  years  as  well. 

6.  Responses  will  vary  somewhat.  Annual  attractions  like  the  Calgary  Stampede  and  Edmonton’s  The  Frin 
certainly  attract  visitors,  as  do  concerts,  plays,  and  other  special  events.  International  events  like  the 
Olympic  Winter  Games  and  the  Commonwealth  Games  go  a long  way  in  attracting  tourists  and  improvin 
the  cities’  reputations  as  tourist  destinations.  Calgary  has  its  nearness  to  the  mountains  while  Edmonto 
has  its  reputation  for  theatre  and  festivals  and,  of  course,  the  West  Edmonton  Mall.  Both  cities  work  hai 
at  promoting  themselves,  trying  to  attract  such  dollar  generators  as  conventions  as  well  as  regular  touri 

7.  Responses  will  vary.  Probably  most  Albertans  think  of  the  Rocky  Mountains  as  their  number-one  touris 
destination,  but  there  are  many,  many  other  spots  of  great  interest  and  beauty  throughout  the  province. 

Section  2:  Activity  2 

1.  a.  Responses  will  be  personal.  For  teenagers  and  young  adults,  the  motivation  to  travel  is  often  social : 

and  relaxation  with  friends.  For  others  the  chief  motivation  may  be  curiosity,  a desire  for  new 

experiences,  and  a longing  for  adventure.  Do  you  have  other  motivations? 

b.  Responses  will  vary.  How  much  agreement  did  you  discover? 

2.  Responses,  of  course,  will  be  personal.  You  may  like  to  fish,  swim,  hike,  read,  waterski,  go  horseback 
riding  or  downhill  skiing — the  list  is  as  long  as  your  imagination. 

3.  Responses  will  vary.  Does  your  area  have  parks?  festivals?  good  hunting  or  fishing?  beautiful  scenery! 
historical  or  cultural  attractions?  outdoor-recreation  facilities?  Perhaps  your  area’s  chief  tourist  attracti 
is  something  completely  different.  Some  communities,  feeling  that  they  need  to  bolster  their  tourist 
appeal,  will  erect  an  unusual  structure  or  initiate  a unique  annual  event,  thereby  artificially  creating  a 
tourist  trade. 

4.  Your  response  will,  of  course,  depend  on  your  community.  Some  likely  examples  are 

• a travel  agency 

• a cruise-connection  business 

• a tourist  information  centre 

• the  manager  and  staff  of  local  facilities  where  big  events  are  usually  staged 

• any  tourism  planners  and  promoters — for  instance  hunting  expedition  outfitters  or  operators  of  su 
activities  as  white-water  rafting  or  trail-riding 

• hotel/motel  operators 

Were  you  able  to  think  of  other  responsibilities  in  your  areas? 
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, Again  responses  will  vary,  and  can  include  any  visible,  above-ground  structure  that  attracts  tourists  or  is 
| used  by  them  while  in  your  community.  A few  possible  ideas  would  be 

• local  hotels  and  motels 

• facilities  at  a local  lake  (for  instance,  a marina) 

• theatres,  museums,  and  other  establishments  supplying  cultural,  historic,  or  educational  programs 

• restaurants 

Did  you  come  up  with  other  ideas? 

I Responses  will  vary.  Many  students  are  surprised  at  the  factors  that  do,  in  fact,  motivate  them,  but  which 
they  just  hadn’t  thought  of. 

a.  Responses  will  be  personal.  Many  students  cite  financial  reasons.  Others  mention  fear  of  travelling  in 
foreign  lands,  especially  where  English  isn’t  spoken,  worry  over  wars  and  terrorist  activities,  and  lack 
of  support  from  friends  and  family. 

b.  Responses  will  vary.  Some  of  the  more  obvious  solutions  are  to  save  money  (if  possible),  learn  foreign 
languages,  get  reliable  information  on  safe  places  to  travel,  and  discuss  your  plans  with  people  likely  to 
be  positive  and  supportive. 

| Responses  will  vary.  Here  are  some  ideas. 

t 

• family  structures 

- Grandparents  whose  children  have  moved  away  may  decide  to  take  trips  to  visit  their  children  and 
grandchildren. 

- Families  with  young  children  may  find  travel  too  stressful  and  hectic  to  be  pleasurable.  Such 
families  may  put  off  major  trips  until  later  in  life,  preferring  short  VFR  vacations. 

• lifestyles 

- People  interested  in  staying  fit  and  active  throughout  life  may  well  continue  to  travel  extensively  in 
their  later  years. 

- Families  with  two  income  earners  may  find  it  difficult  to  arrange  lengthy  vacations.  They’ll  likely 
opt  for  more  short  (two-or-three-day)  trips.  (This  idea  could  also  be  placed  under  the  heading 
“family  structures.”) 

• attitudes  and  values 

- People  who  crave  excitement  and  adventure  in  their  lives  will  probably  want  vacations  in  which 
they  can  actively  participate — like  white-water  rafting  trips  or  simulated  medieval  banquets. 

- People  with  strong  religious  beliefs  may  well  decide  to  travel  to  places  considered  sacred  in  their 
religions. 
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Section  2:  Activity  3 


1.  C 

2.  B 

3.  B 

4.  D 

Note  that  because  every  person  is  a unique  individual,  there’s  no  way  to  predict  with  any  certainty  what 
vacation  anyone  will  decide  to  take.  The  idea  of  the  preceding  questions  is  just  to  point  out  that  speaking  in 
broad  terms  the  tourism  industry  can  benefit  by  knowing  who  its  customers  are  and  what  their  wants  and 
expectations  will  likely  be. 

5.  Responses  will  vary,  but  clearly  these  trends  should  result  in  people  having  both  more  money  to  spend  ( 
vacation  and  more  time,  energy,  and  inclination  to  take  extended  trips.  This  might  well  result  in  an 
increased  demand  for  such  things  as  luxury  vacations  overseas  and  a decreased  demand  for  facilities  lik 
campgrounds  and  fast-food  restaurants.  Of  course  there  may  well  be  other  forces  at  work — like  increase 
in  the  cost  of  living — that  counteract  these  trends. 

6.  The  bar  graph  shows  the  steady  aging  of  the  Canadian  population  and  projects  this  trend  into  the  future. 
The  graph  clearly  shows  how  the  percentage  of  the  population  over  the  age  of  fifty-five  is  gradually 
increasing. 

7.  Responses  will  vary.  Compare  your  ideas  with  these: 

a.  • white-water  rafting 

• camping  and  hiking  in  the  Rockies 

• going  into  British  Columbia  for  some  of  the  August  festivals 

The  vacation  these  students  would  choose  would  likely  be  a low-budget,  adventure-related  one. 

b.  • visiting  family  or  friends 

• camping  by  a lake  or  somewhere  else  where  the  children  would  have  things  to  do 

• visiting  two  or  three  destinations  on  separate  excursions,  each  within  a few  hours  by  car  from  thei 
home 

The  vacation  choice  of  this  family  would  again  be  made  with  budgeting  in  mind.  Other  factors  wouh 
be  the  length  of  the  drive  (long  trips  by  car  with  young  children  are  seldom  pleasant)  and  finding 
entertainment  for  the  children. 

c.  • taking  an  escorted  tour  through  parts  of  Europe  or  Asia 

• embarking  on  an  African  safari 

• taking  a cruise  through  the  Mediterranean  or  some  other  sort  of  packaged  tour 

For  this  couple  money  probably  wouldn’t  be  a concern.  Likely  this  vacation  has  been  planned  for 
years,  and  the  couple  would  be  willing  to  spend  a good  deal  to  ensure  that  it’s  both  comfortable  and 
educational. 

8.  Although  there  are  certainly  exceptions  to  the  rule,  the  travel  industry  has  been  very  successful  at 
determining  what  people  want  at  the  various  stages  of  their  lives.  Young  people  often  have  a limited 
amount  of  income  (usually  from  part-time  jobs  or  supplements  from  their  parents),  so  their  vacations  wi 
be  budget-conscious.  Travelling  with  children  can  be  difficult,  and  young  families  are  restricted  as  to  th 
types  of  activities  they  can  do. 
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As  a result,  the  tourism  industry  has  responded  with  activities  that  centre  around  things  children  like  to 
do.  As  people  grow  older,  pay  off  their  homes,  and  see  their  children  started  in  their  own  careers,  they 

k often  have  more  disposable  income;  in  some  cases  this  can  mean  two  or  more  trips  a year — often 
involving  an  escorted  tour  or  a cruise.  Finally,  those  who  have  planned  well  can,  in  their  retirement, 
travel  at  a leisurely  pace — often  outside  the  normal  tourist  season  and,  more  and  more  frequently,  in  a 
| recreational  vehicle  such  as  a motor  home.  Many  retired  people  like  to  take  winter  vacations  in  warmer 
climates — like  Florida  or  Arizona.  Stage  of  life  truly  influences  the  way  people  travel  in  a significant  way. 

a.  Responses  will  be  personal.  It  can  be  argued  that  governments  should  use  every  pressure  they  can 
bring  to  bear  to  prevent  other  nations  from  making  war  or  abusing  people’s  rights.  Surely,  it  can  be 
said,  the  sacrifices  made  by  a few  athletes  are  small  when  compared  with  the  suffering  of  those 
affected  by  this  sort  of  abuse.  On  the  other  hand,  it  can  be  argued  that  international  sporting  events 
are  a wonderful  means  of  bringing  nations  together  in  a peaceful  and  positive  way.  To  use  such 
events  as  a political  tool  destroys  the  great  good  they  can  do. 

b.  Everyone  involved  in  the  games  would  be  affected,  from  sportscasters  to  those  assigned  to  drive  the 
athletes  or  clean  the  stadiums.  As  well,  all  those  businesses  in  the  tourism  industry  who  stood  to 
gain  from  the  games  would  be  hurt  along  with  all  their  employees — restaurants,  hotels,  taxi  drivers, 
souvenir  stores,  night  clubs—the  list  goes  on  and  on. 

Clearly  the  tourism  industry  suffered  tremendously.  People  seldom  travel  to  war-torn  countries;  the 
desire  for  safety  is  a very  important  one  for  most  travellers.  Because  of  this,  the  tremendous  publicity 
Sarajevo  received  worldwide  due  to  the  Olympics  was  never  translated  into  tourist  dollars.  The  enormous 
potential  for  economic  benefits  to  the  city  from  the  games  will  now  never  be  realized. 

Responses  will  vary.  Countries  in  the  Middle  East — Israel — for  example,  have  suffered  as  have  places 
like  Northern  Ireland  and  South  Africa.  Whenever  there’s  a report  of  a bomb  going  off  in  a bus 
somewhere  or  talk  of  possible  war,  the  tourism  industry  in  that  area  is  understandably  affected — often 
I very  seriously. 

! Responses  will  vary.  A few  likely  factors  are  climate,  available  tourist  facilities,  economic  factors  (for 
I example,  the  value  of  the  dollar  as  compared  to  the  currency  of  the  possible  country  of  travel),  and  the 
; remoteness  of  the  country.  Did  you  think  of  other  factors? 

ction  2:  Activity  4 

tr  questionnaire  and  the  findings  you  make  with  its  help  will,  of  course,  be  unique  to  you.  What  follows  is  a 
pie  of  some  of  the  sorts  of  questions  you  might  have  asked. 


TRAVEL  QUESTIONNAIRE 

1 . How  many  times  a year  do  you  travel? 

a.  1-3  b.  3 - 5 c.  5 - 8 d.  8 or  more 

2.  Where  do  you  usually  go  when  you  travel? 

a.  remain  in  local  area,  within  2 hours  of  home 

b.  stay  within  the  province 

c.  visit  neighbouring  provinces 

d.  travel  across  Canada 

e.  travel  in  the  United  States 

f.  travel  internationally  (overseas) 

g.  take  tropical  vacations  (for  example,  in  Hawaii  or  Mexico) 
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3.  What  kinds  of  activities  do  you  like  to  do  when  you  travel? 


engage  in  outdoor  pursuits 

see  natural  attractions 

read 

take  a new  course 

meet  people 

hike 

learn  about  history 

go  boating 

shop 

visit  friends/family 

visit  museums 

fish 

learn  about  new  cultures 

experience  new  events 

relax 

Other: 


What  did  you  learn  from  your  questionnaire?  You  probably  found,  for  one  thing,  that  people  in  the  same 
age  group  tend  to  enjoy  doing  similar  sorts  of  things.  Though  there  are  always  exceptions,  the  tourism 
industry  has  learned  that  it  can  cater  to  the  needs  of  specific  age  groups  and  successfully  provide  the 
kinds  of  events,  activities,  and  facilities  each  group  desires. 

Section  2:  Follow-up  Activities 

Extra  Help 


Enrichment 

1.  a.  The  data  you  gather  will,  of  course,  depend  on  your  community,  though  it’s  to  be  hoped  that  you 
discovered  a trend  toward  an  increasing  number  of  tourists. 

b.  When  creating  your  bar  graph,  did  you  use  graph  paper?  Did  you  clearly  label  everything?  Precisio 
and  clarity  are  important  in  presenting  and  using  demographic  data. 
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Following  is  an  example  of  the  sort  of  article  on  tourism  you  may  have  found.  Read  it  and  then  look  at  the 
suggested  answers  that  follow  it.  Did  you  do  much  the  same  sort  of  thing  with  your  article? 


Major  Airlines  Steer  Away  from  Cheap  Seats 


Summer  travellers  looking  for  super  cheap 
airfares  face  a foggy  outlook  this  season. 

While  Canada’s  two  major  airlines  say  they  will 
avoid  last  year’s  deep  discount  price  wars,  travel 
agents  are  divided  over  whether  consumers  will  still 
find  bargains.  The  official  line  from  airlines  is  clear: 
slash  ticket  prices  any  further  and  their  red  ink  will 
stay  red. 

“With  the  losses  we’ve  incurred,  we’re  not  in  a 
position  to  give  the  product  away,”  says  Air  Canada 
spokesman  Denis  Couture. 

That  means  those  low,  low  fares  of  last  summer — 
$339  return  for  Edmonton-Toronto,  for  example — 
won’t  be  reintroduced,  Couture  says. 

But  Edmonton  travel  agent  Maryam  Bagheri  says 
travellers  can  still  get  bargain-basement  tickets  this 
summer,  especially  if  they  choose  charter  airlines. 

“It  depends  when  you  go  and  if  it’s  mid-week,” 
says  Bagheri,  manager  of  Arvin  Travel.  That 
applies  to  Toronto  flights,  for  example,  where 
return  charter  fares  this  summer  range  from  $329 
to  $359. 

But  travel  agent  Michael  Buckman  says  he 
doubts  fares  will  be  discounted  any  further. 

Customers  are  buying  tickets  at  higher  prices 
this  year  and  booking  volumes  are  similar  to  those 
of  last  summer,  says  Buckman,  manager  of 
Vacations  Plus. 

“There  are  sales  but  tickets  aren’t  as  cheap  as 
last  year.  The  airlines  are  getting  more  rational  in 
their  pricing,”  he  says. 

Officials  at  both  major  airlines  also  note  that  they 
have  reduced  capacity  this  year — reducing  the 
number  of  flights  and  aircraft  available. 

“It  takes  out  some  of  the  cost  structure  and  some 


of  the  empty  seats,”  says  Linda  Thomas, 
spokeswoman  for  Canadian  Airlines  International. 

“We’re  trying  to  avoid  cut-throat  seat  sales. 
We’ve  said  it’s  unlikely  that  we’ll  launch  a broad- 
based  deep-discount  seat  sale,”  the  official  says 
from  Canadian’s  Calgary  headquarters. 

Some  travellers  prefer  charters,  she  agrees,  but 
many  travellers  choose  scheduled  airlines  for  other 
reasons — frequent  flyer  points,  more  flights  and 
better  connections. 

Business  levels  have  also  been  relatively  stable, 
Thomas  adds.  In  the  first  quarter  of  this  year, 
Canadian’s  traffic  volume  increased  2.8  per  cent 
over  the  same  period  of  1992. 

But  at  Air  Canada,  Couture  admits  that  the  airline 
still  faces  a tough  summer  following  continuing 
declines.  The  carrier  had  4.6  per  cent  less  traffic 
in  the  first  four  months  of  this  year  than  in  the  same 
period  a year  ago.  For  April  alone,  traffic  fell  79 
per  cent. 

“What  we’re  witnessing  now  is  a very  weak 
marketplace,”  Couture  says. 

Asked  if  that  won’t  create  pressure  to  reduce 
fares,  he  answers:  “That  will  be  an  exercise  in  self 
discipline.  If  we  undercut  ourselves,  it  won’t  work.” 

As  for  summer  airfare  comparisons,  airlines  and 
travel  agents  provide  some  examples  (cheapest 
available  return  tickets,  taxes  not  included): 

• Edmonton-Toronto:  $449  this  year,  $339  last 
year  on  Air  Canada  and  Canadian  Airlines;  agents 
say  charters  are  charging  from  $329  to  $419  this 
year. 

• Edmonton-Vancouver:  $309  this  year,  $258 
last  year  on  the  two  major  Canadian  carriers;  agents 
say  charters  are  charging  from  $240  to  $2584 


a.  According  to  this  article,  there  was  a trend  in  the  airline  industry  at  the  time  of  writing  to  move  away 
from  discount  air  fares,  often  called  “seat  sales,”  since  the  airlines  had  been  operating  at  a loss. 

b.  The  likely  impact  on  tourism  involving  air  travel  is  negative:  with  higher  prices,  fewer  people  will  fly. 
Of  course  this  could  have  a positive  impact  for  businesses  related  to  other  means  of  travel.  Would-be 
travellers  who  cannot  afford  to  fly  might  instead  choose  to  drive  or  go  by  motor  coach,  so  this  could 
well  be  good  news  for  such  people  as  owners  of  gas  stations  and  those  operating  bus  lines. 


nnis  Hryciuk,  “Major  Airlines  Steer  Away  from  Cheap  Seats,”  The  Edmonton  Journal,  18  May  1993,  D9.  Reprinted  by  permission. 
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Section  3:  Activity 


2. 


Alberta’s  Heartland 
Alberta’s  North 
Alberta’s  Rockies 
Calgary  and  Area 
Alberta’s  South 
Edmonton  and  Area 


Alberta’s  Heartland 
Alberta’s  South 
Alberta’s  North 


f.  Alberta’s  Rockies 


3.  a.  1.  High  Level 

2.  Peace  River 

3.  Fort  McMurray 

4.  Grande  Prairie 

5.  Slave  Lake 

6.  Lac  La  Biche 

7.  Whitecourt 

8.  Edson 

9.  Jasper 

10.  Edmonton 


11.  Camrose 

12.  Lloydminster 

13.  Rocky  Mountain  House 

14.  Red  Deer 

15.  Banff 

16.  Calgary 

17.  Drumheller 

18.  Brooks 

19.  Medicine  Hat 

20.  Lethbridge 


b.  A.  Peace  River 

B.  Athabasca  River 

C.  North  Saskatchewan  River 

D.  Red  Deer  River 

E.  Bow  River 

F.  South  Saskatchewan  River 
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4. 


A Jasper  National  Park 
B Banff  National  Park 
C Wood  Buffalo  National  Park 
D Elk  Island  National  Park 
E Water  ton  Lakes  National  Park 

Responses  will  vary.  Traditionally  Alberta’s  best-known  tourist 
attractions  have  been  the  Rocky  Mountains  and  the  parks 
situated  in  that  area — along  with  the  towns  of  Banff  and 
Jasper.  These  days,  however,  you  just  might  find  your 
exchange  partner  more  anxious  to  visit  the  West  Edmonton 
Mall. 

How  did  your  brochure  writing  go?  Were  you  able  to 
produce  something  that  might  sell  someone  on  visiting  the 
area? 

To  get  a feel  for  the  way  professionals  write  this  sort  of 
promotional  literature,  visit  your  local  Visitor  Information 
Centre,  Chamber  of  Commerce  office,  the  offices  of  the 
association  for  your  tourism  destination  region,  or  a local  business 
that  caters  to  the  tourist  trade.  Pick  up  some  brochures  and  see  how 
they’re  written. 

Responses  will  be  personal.  If  you’re  not  certain,  check  a map. 

Responses  will  vary.  If  you  live  in  a small  community  away  from  most  tourist  trade, 
there  are  probably  still  many  things  you  could  have  suggested — fairs,  agricultural 
exhibitions,  municipal  parks,  restaurants,  good  fishing  and  hunting  spots,  motels, 
even  gas  stations.  Perhaps  there’s  a provincial  park  close  by  or  a small  local  museum. 

a.  and  b.  Responses  will  vary.  It’s  difficult  to  see  your  own  community  objectively,  isn’t  it?  This  is 
especially  true  if  you’ve  lived  in  it  all  your  life.  Local  businesses,  however,  along  with  the  municipal 
government  and  Chamber  of  Commerce,  are  generally  very  concerned  with  the  impression  their 
community  makes  on  visitors.  As  a good  citizen,  you  should  be  too. 


Responses  will  vary.  Are  there  things  that  could  be  spruced  up?  Are  there  facilities  missing  that  you 
think  really  should  be  there?  Is  your  community  noted  for  offering  a friendly  face  to  visitors? 

Because  this  is  your  second  try  at  this  sort  of  writing,  and  because  you  know  your  own  community  so 
well,  this  task  should  have  been  relatively  easy.  If  it  got  you  thinking  a little  about  your  own  community 
from  the  point  of  view  of  the  tourism  industry,  it’s  served  its  purpose.  Show  your  composition  to  a family 
member  or  study  partner  to  get  some  feedback. 


iction  3:  Activity  2 

Tourism  can  be  considered  a “clean”  industry  because  it  doesn’t  involve  digging  things  up,  destroying 
things,  taking  things  away,  or  polluting  the  environment. 


Motor  vehicle  manufacturers  supply  cars  for  rental  agencies,  taxi  companies,  hotel  shuttle-bus 
services,  and  motorcoach  touring  services.  They  also  supply  individuals  with  recreational  vehicles 
and  automobiles  in  which  they  can  travel  as  tourists. 
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b.  Tourists  pay  for  the  services  they  receive,  and  they  want  those  services  to  be  good.  If  they  are,  they 
may  well  return,  or  pass  on  good  reports  to  their  friends.  For  this  reason,  companies  in  the  industry 
want  efficient,  knowledgeable,  well-trained  people  working  for  them;  and  it’s  educational  and  training 
institutions  that  provide  these  workers. 

3.  An  area  with  a diversified  economy  is  one  that  doesn’t  rely  on  only  one  or — possibly — two  industries  for 
jobs  and  economic  health.  Areas  without  a diversified  economy  are  vulnerable  to  anything  that  affects  th( 
industry  on  which  they  depend.  For  instance,  if  a region  depends  entirely  on  farming,  several  years  of 
drought  or  low  grain  prices  can  devastate  it.  By  contrast,  if  that  same  region  also  has  a healthy  tourism  o 
petroleum  industry,  it  will  be  far  less  sensitive  to  the  ups  and  downs  of  agriculture. 

A good  example  of  this  sort  of  thing,  mentioned  in  your  text,  is  the  Drumheller  region.  This  area 
depended  heavily  on  its  coal  production,  and  when  this  industry  declined,  the  region  might  have  been 
severely  affected.  However,  the  tourism  industry  that  developed  because  of  the  area’s  badlands  and  the 
presence  of  dinosaur  fossils  pumped  new  life  into  the  local  economy. 


4.  a.  Sustainable  development  is  economic  development  that  can  be  kept  up  without  using  up  the  materials 
on  which  it’s  based.  The  petroleum  industry  isn’t  really  sustainable  over  the  long  haul  because  it’s 
constantly  using  up  the  raw  material — oil  and  gas — that  it’s  based  on.  Forestry  can  be  sustainably 
developed  if  reforestation  is  carried  out  at  a rate  that  can  rebuild  the  forests  as  they’re  being  used. 

b.  Responses  will  vary.  Certainly  tourism  can  be  very  much  a part  of  the  solution  because  the  industry 
a “clean”  one.  However,  if  tourists  invade  an  area  in  such  numbers  and  in  such  a way  that  they  destrc 
the  very  environment  they’ve  come  to  enjoy,  they,  too,  can  become  part  of  the  problem. 


5.  Responses  will  vary  somewhat. 

a.  Here  are  some  of  the  positive  aspects: 

• It  will  create  more  employment. 

• It  will  help  diversify  the  local  economy. 

• The  ripple  effect  will  come  into  play,  boosting  a number  of  local  industries. 

• Small  family-type  businesses  will  undoubtedly  be  created. 

• New  facilities  will  be  created  that  can  be  enjoyed  by  tourists  and  local  people  alike. 

• Probably  the  community  will  become  more  attractive  as  people  work  to  make  it  visually 
appealing  to  tourists. 

b.  Now  here  are  some  possible  negative  aspects: 


Most  of  the  newly  created  employment  will  be  seasonal. 

Tax  money  will  be  diverted  from  other  local  industries  to  develop  and  promote  tourism. 

There  will  be  more  traffic  in  Serenity  and  more  congestion  caused  by  people  and  cars. 

Wildlife  habitat  may  be  damaged  by  all  those  tourists.  Animals  may  disappear. 

Noise  levels  will  increase.  Serenity  may  no  longer  be  so  serene. 

There  will  be  an  increased  need  for  the  community  to  supply  such  things  as  emergency  servic 


c.  Here  are  a few  ideas  with  which  to  compare  your  own: 


gift  shops 

biking/hiking  trails 
a fishing-supply  store 
better  road  access 

recreational  facilities  (picnic  sites,  mini-golf  courses) 


a manna 
camping  sites 
restaurants 
accommodation  facilities  (hotels,  motel 


Did  you  think  of  other  things? 
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Charts  will  vary.  Compare  yours  to  the  one  that  follows. 


Environmental 

Dangers 

Economic  Dangers 

Social  Dangers 

• litter 

• destruction  of  environment 
1 • noise  pollution 

• depletion  of  natural  resources 

• seasonal  jobs 

• many  low-paying  jobs 

• using  up  of  tax  money 

• using  up  of  resources 

• increased  land  values 

• traffic  congestion 

• people  congestion 

• ugly  “tourist  traps” 

• residents/developers  conflicts 

ection  3:  Activity  3 


Wordings  will  vary,  but  your  responses  should  be  something  like  these: 

• Doing  research  is  important  because  businesses  must  know  just  who  their  customers  are,  what  they 
want,  and  what  they’re  willing  to  pay  for.  In  a constantly  changing  world,  this  requires  constant 
research. 

• Advertising  is  important  to  tell  people  what  products  and  services  a business  is  offering.  The  best 
product  in  the  world  does  no  one  any  good  if  people  just  don’t  know  about  it. 

• Evaluating  is  important  so  businesses  can  keep  tabs  on  how  well  they’re  meeting  the  demands  of 
their  customers.  Again,  because  things  change  so  quickly,  it’s  vital  for  businesses  to  keep  getting 
feedback  on  how  well  they’re  doing. 

I Responses  will,  of  course,  vary  somewhat;  but  here  are  a few  ideas: 

• Canada  is  too  vast  a country  to  tour  in  a week  or  two. 

• The  summer  season  is  short  in  Canada. 

• People  in  other  countries  often  have  a distorted  vision  of  Canada — that  it’s  a wintry  wilderness  all 
year  round.  (We’ve  all  heard  the  one  about  the  American  tourists  driving  over  the  border  in  July 
with  skis  on  top  of  their  car!) 

• Canada  isn’t  a country  that  captures  much  international  attention.  People  tend  to  think  of  it  as 
probably  a nice  place  to  live,  but  not  an  exciting  or  exotic  destination  for  a vacation. 

Plans  will,  of  course,  all  be  different.  Here’s  one  plan  you  can  compare  with  your  own. 

| Step  1:  I might  set  up  a survey  to  discover  just  what  market  segment  would  be  interested  in  Scrumchies. 
My  research  might  involve  offering  free  samples  and  asking  people  in  different  age  groups  how  they  liked 
the  product. 

Step  2:  Here  I’d  decide  who  to  target  as  my  most  likely  buying  public — in  this  case,  judging  by  the  name 
Scrumchies , possibly  children.  Then  I’d  come  up  with  ways  to  make  people  aware  of  the  product  and 
I convince  them  that  they  should  try  it.  I’d  probably  decide  to  advertise  on  TV,  give  away  little  toys  with 
each  order  for  the  first  month,  put  up  billboards  with  smiling  kids  all  eating  Scrumchies,  and  that  sort  of 
| i thing.  I’d  also  come  up  with  some  appropriate  packaging  for  the  product.  The  object  would  be  to  make 
i people  curious  and  to  have  them  associate  Scrumchies  with  people  having  a good  time. 
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Step  3:  Here  I’d  do  what  I decided  on  in  Step  3.  I believe  in  spending  a lot  of  money  on  advertising 
because  people  won’t  buy  what  they  don’t  know  about.  I’d  spend  as  much  as  I could  afford  to  make  sure 
everyone  who  might  buy  Scrumchies  knows  about  them  and  has  pleasant  associations  with  them. 

Step  4:  At  Step  4 I’d  make  sure  my  restaurants  would  all  follow  through  with  what  the  advertising 
promised.  I’d  call  together  the  managers  of  all  the  restaurants  in  my  chain  and  make  sure  they  all  knew 
just  what  was  going  on.  Then  they’d  work  with  their  staffs  to  make  sure  that  everything  the  ad  campaign 
promised  actually  happened.  I wouldn’t  want  little  kids,  for  example,  leaving  a restaurant  in  tears  because 
they’d  run  out  of  those  toys. 

Step  5:  I’d  have  restaurant  workers  ask  people  in  a friendly  way  what  they  thought  of  Scrumchies.  More 
importantly,  I’d  keep  a close  eye  on  sales  figures  to  make  sure  the  product  was  selling.  If  I got  negative 
feedback,  I’d  quietly  phase  Scrumchies  out.  An  unpopular  product  won’t  do  the  chain’s  reputation  any 
good. 

4.  This  ad  is  targeting  people  of  all  ages  who  enjoy  active,  outdoor  recreation. 

5.  Your  response  will  depend  largely  on  the  sort  of  person  you  are. 

6.  Responses  will  vary.  Compare  yours  with  what  follows. 

a.  One  idea  would  be  to  hold  a staff  meeting  to  explain  your  plan  and  ask  your  employees  for  their  ideas 
Or  you  could  develop  a questionnaire  and  send  it  out  to  schools,  businesses,  and  other  community 
organizations  to  ask  for  their  input.  A third  idea  might  be  to  have  a contest  to  allow  people  in  your 
community  to  send  in  suggestions.  First  prize  might  be  a free  night  for  two  in  your  hotel. 

b.  A few  possibilities  are 

• a “Kids’  Carnival”  to  be  held  in  your  parking  lot 

• a mini  fair 

• a trade  show  to  be  held  in  your  hotel 

• a summer  camp  for  children  and  teens  to  be  held  in  convention  rooms  in  the  hotel 

• a cooking  competition  for  people  in  the  community 

• a historic  or  cultural  display 

c.  Whatever  event  you  choose  to  market,  you  could  come  up  with  a variety  of  methods  of  getting  it 
known.  Here  are  some  possibilities: 

• Advertise  in  Alberta  tourist  guides  such  as  the  Alberta  Campground  Guide  and  the  Alberta 
Accommodation  and  Visitors'  Guide. 

• Advertise  locally  with  posters  and/or  local  television  and  radio  commercials. 

• Give  away  free  tickets. 

• Create  a mascot.  Make  a suit  and  hire  somebody  to  wear  it  as  mascot  before  the  event. 

7.  This  is  a difficult  question,  isn’t  it?  On  the  one  hand,  you’re  trying  to  do  all  you  can  to  bring  tourist 
revenues  into  your  community.  On  the  other  hand,  you  should  be  trying  to  avoid  unethical  behaviour.  0 
course  obvious  unethical  behaviour  will  probably  be  self-defeating  in  that  once  word  gets  around  that  yot 
promotional  material  can’t  be  believed,  tourists  will  tend  to  stop  coming  to  your  event.  However,  this  stil 
leaves  the  dilemma  as  to  just  how  far  you  can  push  the  truth  without  this  happening. 

The  simple  rule  is  that  honesty  is  the  best  policy.  If  you  begin  to  develop  a reputation  for  questionable 
promotional  activity,  your  business  will  eventually  suffer.  There  are  laws  against  false  advertising,  and  a 
organization  called  the  Better  Business  Bureau  exists  to  inform  the  public  of  unethical  businesses  and  to 
try  to  stop  this  sort  of  behaviour.  Make  your  promotional  material  as  attractive  as  possible,  but  always  b 
sure  to  tell  the  truth. 
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ection  3:  Follow-up  Activities 
xtra  Help 

and  2.  Of  course  no  one  expects  you  to  be  absolutely  accurate  in  this  type  of  map  assignment  where 
boundaries  haven’t  been  drawn  in,  but  your  finished  product  should  look  something  like  this. 


librarian.  Or,  you  could  consult  a provincial  road  map. 

b.  Again,  responses  will  vary.  Many  provincial  parks  have  campgrounds.  Others  have  hiking,  swimming, 
and  boating  facilities.  Some  have  interpretive  programs  set  up  to  entertain  and  educate  visitors.  Many 
have  playgrounds. 
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6.  When  tourists  spend  money  in  a business  in  one  of  the  eight  tourism  sectors  (a  hotel,  for  instance),  the 
owners  of  that  business  will  spend  much  of  that  money  locally.  For  instance,  the  hotel  owners  will  have  to 
hire  workers,  buy  things  like  soap  and  towels,  pay  trades  people  for  repairs  and  upkeep,  and  so  on.  This 
money  originally  spent  in  a tourism  activity  is  sometimes  called  direct  tourism  revenue . That  money, 
passed  on  into  other  businesses  and  to  other  people  as  described  above,  can  be  called  indirect  tourism 
revenue. 

7.  Speeches,  of  course,  will  vary  tremendously.  In  assessing  your  own,  refer  to  your  chart  in  question  6 of 
Activity  2 as  well  as  the  charts  on  pages  22  and  24  of  your  text.  But  the  content  of  a speech — what  you 
say — is  really  only  half  the  battle.  You  also  must  present  your  ideas  in  such  a way  as  to  convince  your 
listeners.  Here  are  some  things  to  look  for  in  assessing  the  effectiveness  of  your  speech: 

• Have  you  expressed  your  ideas  clearly? 

• Is  your  speech  well  organized?  Are  your  transitions  from  point  to  point  clear? 

• Is  your  tone  polite  yet  forceful?  Is  it  serious  and  formal? 

• If  you  read  your  speech  aloud,  did  you  speak  loudly  enough?  Did  you  enunciate?  Did  you  vary  your 
tone  of  voice,  rhythm,  and  volume? 

8.  Marketing  is  an  important  and  complex  affair,  especially  given  the  rapid  changes  our  society  is  constantly 
undergoing.  This  means  only  a well-thought-out,  informed,  and  self-monitoring  marketing  plan  can  hope 
to  succeed.  Businesses  marketing  their  products  and  services  must  know  exactly  who  their  customers 
are,  what  they  want,  and  what  they’ll  pay  for.  Anyone  who  gets  into  the  marketing  game  without  a plan  wi 
likely  waste  a great  deal  of  money  on  unprofitable  ventures. 

Enrichment 

1.  Responses  will  vary.  As  an  example,  a triathlon  of  events  will  be  used.  It  includes  a golf  tournament,  a 
waterskiing  competition  and  three-on-three  basketball  game.  How  could  it  be  promoted? 

It  would  be  organized  by  many  of  the  businesses  interested  in  the  event.  They  would  partner  together  for 
prizes;  for  example,  a hole  in  one  could  be  rewarded  with  a trip  to  Mexico  by  a travel  agency  and  airline. 
An  individual  hole  prize  might  be  a stay  in  a hotel  for  a night  away  from  home. 

Price  would  have  to  be  reasonable.  Perhaps  a minimal  profit  could  be  made  on  the  golf  tournament  and 
from  the  entry  fee  on  the  other  competitions.  A silent  auction  for  a local  charity  could  be  held  to  appeal  t( 
the  goodwill  of  people.  More  profit  could  be  turned  over  on  the  food  and  beverages  served  during  and 
after  the  tournament  or  the  other  competitions. 

The  location  of  the  tournament  must  be  at  a local  golf  course.  The  waterskiing  competition  would  be  helc 
at  a local  lake  and  marina,  and  the  three-on-three  basketball  game  could  be  back  in  the  town  or  communit 
near  local  businesses.  Portable  hoops  could  be  brought  in.  Businesses  might  put  on  a variety  of 
promotions  or  sales  to  attract  people  watching  the  events. 

Other  suggestions  are  certainly  possible.  Perhaps  you  can  add  many  more  to  this  example. 

2.  Were  you  able  to  interview  someone?  If  so,  were  you  surprised  by  what  you  learned,  or  did  it  confirm 
things  you’ve  been  looking  at  in  this  section? 

Were  you  careful  to  be  courteous  when  setting  up  and  conducting  your  interview?  If  a business  person — 
or  anyone,  for  that  matter — is  willing  to  take  the  trouble  to  talk  with  you,  it’s  very  important  to  show  your 
appreciation  by  being  polite  and  punctual  and  by  having  questions  well  prepared  in  advance. 
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Responses  will  vary.  Compare  your  rules  to  this  list: 


Rules  for  Tourists 


• Please  respect  our  community.  Don’t  litter  or  tamper  with  wildlife  and  nature. 

• Support  our  local  businesses;  they  support  your  presence. 

• Enjoy  our  community,  but  leave  it  intact  for  future  generations  to  enjoy. 

• Try  to  understand  the  diversity  of  our  culture  and  our  history;  don’t  ridicule  what 
you  don’t  understand.  Seek  to  learn  and  enjoy  our  heritage. 

Rules  for  Citizens  of  the  Community 

• Put  your  best  foot  forward.  Be  positive  and  helpful. 


• Help  visitors  to  the  best  of  your  abilities.  If  you  can’t  help,  find  someone  who  can. 


• Keep  our  community  respectable  and  enjoyable  to  visit.  Help  make  it  look  its  best 
by  maintaining  a well-groomed  yard  or  business  frontage. 

• Make  tourists’  stays  as  enjoyable  as  possible  so  they’ll  want  to  return  or 
recommend  us  to  others  who  will  come. 


Maps  will  vary  depending  on  the  region  in  which  you  live.  To  assess  your  response,  ask  a parent,  your 
learning  facilitator,  or  someone  from  your  local  tourist  information  centre  to  help  you  with  the  information. 
You  might  also  refer  to  your  local  visitors’  guide;  it  will  assist  you  in  completing  this  assignment. 


There  is  no  suggested  answer  to  this  question. 


There  is  no  suggested  answer  to  this  question.  Were  you  surprised  at  the  amount  of  information  you 
discovered?  Did  it  make  you  long  to  travel? 


action  4:  Activity  I 

| Here  are  just  a few  sample  careers  or  jobs  in  each  sector  with  which  you  can  compare  your  own  ideas.  Of 
| course  there  are  many  more  possibilities. 

a.  food  and  beverage:  chef,  waiter,  caterer,  restaurant  manager,  bartender,  banquet  manager,  operations 
manager 

I b.  adventure  and  recreation:  hunting-lodge  owner/manager,  tennis  or  golf  pro,  ski  instructor,  white- 
water  raft  company  owner/manager,  marina  manager 
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c.  accommodation:  front-desk  clerk,  housekeeper,  accounting  administrator,  personnel  trainer, 
convention  manager,  sales  and  marketing  manager,  night  auditor 

d.  transportation:  airline  pilot,  taxi  driver,  cruise-ship  captain,  rental-car  agency  owner/manager,  rail 
conductor,  maintenance  person  for  train,  plane,  or  bus  transportation 

e.  attractions:  programmer,  instructor,  park  warden,  camp  director,  events  supervisor,  administrator 

f.  travel  trade:  corporate-travel  planner,  travel-agency  owner,  supervisor,  reservations  agent,  sales 
coordinator,  tour  guide 

2.  Answers  will  vary  depending  on  personal  preference.  Many  students  pick  career  areas  that  have  a high 
degree  of  challenge  and  that  appear  to  allow  fast  advancement  to  upper  levels.  There  is  no  right  or  wrong 
answer  here,  simply  your  own  preference  for  a tourism  career. 

3.  So  many  jobs  are  referred  to  in  the  video  it  would  be  pointless  to  list  them  all  here.  The  purpose  of  this 
exercise  is  to  get  you  thinking  about  the  vast  array  of  occupations  out  there  in  the  tourism  industry. 

4.  Responses  will  be  personal,  but  there  are  a few  likely  facts: 

• One  in  thirteen  Canadians  works  in  the  tourism  industry. 

• General  managers  of  large  hotels  can  earn  as  much  as  doctors,  lawyers,  and  dentists. 

• Most  students  in  tourism  programs  land  jobs  before  they  graduate. 

• Each  year  Alberta’s  national  parks  receive  about  six  million  visitors. 

• Tourism  is  the  world’s  largest  industry. 

5.  Responses  will  vary.  Here  are  some  advantages  you  may  have  listed: 

• There  are  many  career  opportunities. 

• There’s  much  transferability  of  skills  amongst  jobs. 

• There’s  ample  opportunity  to  travel. 

• There’s  great  flexibility. 

• There’s  opportunity  to  earn  a large  salary. 

• There’s  always  the  possibility  of  owning  your  own  business. 

• There’s  the  chance  to  start  at  the  bottom  and  work  your  way  right  up  to  the  top. 

• People  in  the  industry  work  with  people  who  are  enjoying  themselves.  (Compare  doctors,  lawyers, 
and  dentists!) 

6.  Responses  will  vary.  Compare  your  ideas  to  the  ones  that  follow. 

a.  High  school  will  allow  you  to  obtain  entry-level  positions  in  various  businesses  or  companies.  This  wi 
give  you  the  opportunity  to  gain  valuable  work  experience  while  maintaining  your  studies.  Once 
you’re  finished  high  school,  these  entry-level  positions  will  help  you  gain  other  entry-level  jobs  in 
different  areas  if  you  so  desire. 

b.  Further  education — for  example,  a college  diploma  course — in  a sector  of  tourism  will  allow  you  to 
gain  other  that  just  entry-level  positions.  If,  however,  that  is  what  you  get,  your  education  and  further 
training  will  allow  you  to  advance  much  more  quickly  to  obtain  a better  position. 
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c.  It’s  necessary  to  further  your  education  and  training  to  continue  to  be  a valuable  member  of  the 
company  or  business  you  work  for.  You’ll  be  better  able  to  offer  opinions  and  suggestions  for 
improvement  when  called  upon.  It  shows  interest  and  a willingness  to  advance  in  the  company  when 
you  continue  to  train  yourself  in  the  industry  within  which  you  work.  Also,  society  is  changing  at  a 
very  rapid  pace,  and  it’s  sometimes  necessary  to  gain  further  insight  into  these  changes  to  better 
prepare  for  them.  In  this  way,  your  company  or  business  can  remain  on  the  “cutting  edge.” 


Section  4:  Activity  2 

1.  a.  Clearly  tourism  is  enjoying  the  fastest  employment  growth  rate. 

b.  The  steel  industry  is  the  one  with  the  slowest  employment  growth  rate. 

2.  Responses  will  be  entirely  personal. 

5.  Responses  will  be  personal.  If  you  were  able  to  get  a second  opinion  on  your  service  attitude,  did  it 
i support  your  own?  If  not,  who  do  you  think  is  closest  to  the  truth?  Why? 

f.  a.  Responses  will  be  personal.  Did  you  find  it  helpful  thinking  about  yourself  this  way?  Was  it  difficult  to 
be  objective?  Very  often  other  people  can  see  us  better  than  we  can  see  ourselves.  Why  not  talk  your 
ideas  over  with  a friend  or  family  member? 

b.  Responses  will  vary.  This  sort  of  exercise  can  be  very  helpful  in  picking  out  possible  career  paths — 
even  if  you  ultimately  decide  that  the  tourism  industry  isn’t  for  you. 

3.  Responses  will  be  personal.  Were  you  able  to  give  explanations  for  your  preferences?  Why  not  explore 
these  three  sectors  in  a bit  more  depth?  Your  textbook  would  be  a good  place  to  start;  the  Enrichment  for 
this  section  might  give  you  further  ideas,  as  will  your  library  and  guidance  counsellor. 

Section  4:  Follow-up  Activities 

£xtra  Help 

..  The  simple  fact  is  that  people  who  try  to  advance  this  way  today  will  be  very  unlikely  to  move  up  the 
ladder  quickly.  Probably  they’ll  reach  a plateau  and  stay  there.  With  rare  exceptions,  people  without 
further  education  and  training  won’t  land  management  positions  unless  they  show  truly  exceptional  ability, 
j More  frequently,  such  people  will  hit  their  plateau  and  eventually  stagnate  in  the  industry. 

. Following  is  a diagram  taken  from  the  booklet  Check  It  Out!  Is  There  a Tourism  Career  in  Your  Future? 
Your  diagram  will  probably  be  different,  but  compare  it  to  this  one  to  see  if  you  were  on  track. 
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3.  Responses  will  vary.  Compare  your  ideas  to  the  following: 

a.  A travel  agent  or  travel  counsellor  should  have  the  ability  to  deal  with  all  types  of  people  patiently  and 
pleasantly  as  well  as  a well-developed  sales  ability,  mathematical  skills,  a keen  memory  and  interest  in 
performing  detailed  work,  good  typing  and  computer  skills,  and  a good  knowledge  of  geography. 

b.  Front-desk  people  need  to  have  the  ability  to  handle  guest  complaints,  good  public-relations  abilities, 
computer-reservation  skills,  credit-checking  skills,  a knowledge  of  basic  accounting  or  bookkeeping, 
excellent  service  skills,  and  strong  communications  abilities. 

c.  A hotel  or  motel  housekeeping  attendant  should  have  physical  stamina  to  maintain  a rigorous  pace  of 
manual  work,  a well-groomed  appearance,  the  ability  to  work  cooperatively  with  a variety  of  other  hote 
employees,  and  a reputation  for  honesty  and  trustworthiness. 

d.  An  air-traffic  controller  should  possess  the  ability  to  work  under  stress,  quick-thinking  skills,  problem- 
solving abilities,  computer  skills,  an  ability  to  communicate  well,  and  mathematical  skills. 

Enrichment 

There  are  no  suggested  answers  for  this  activity. 


1 Diagram,  Check  It  Out!  Is  There  a Tourism  Career  in  Your  Future?  (Alberta  Tourism  Education  Council  and  Pacific  Rim  Institute  of 
Tourism),  28.  Reprinted  by  permission. 
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